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| as PARK can be expressed in one word — SERVICE. 

Beginning logically with the employees, NELA PARK 
provides an ideal working environment which makes for the 
fuller realization of what this University of Industry stands 
for; more and better light. 

Without obligation, the entire scope of the service 
represented by NELA PARK; research, development, manu- 
facturing and merchandising, is available to all whose 
interest is in better illumination. You are welcome to our 
almost unlimited data on light and lighting. 


Visit us here. NELA PARK will interest you. 


) i NATIONAL LAMP WORKS 6) 
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MAKE YOURS A FEDERAL SIGN TOWN 


Join us in our co-operative campaign to WILSON's 
make your city a metropolitan stopping place : 
al night. f lelp your local merchants to keep 

the money in your own town where it will 


do you some good. 
The first step in making for a bigger, 
brighter, busier city is to send for Federal 


sign suggestions. 


Do your part today. Write now! 


Federal Sign System 


(Electric) 
Factory and Offices 
Lake and Desplaines Streets 
CHICAGO 
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The STANDARD Electric = The STANDARD Electric 


Compartment Cooker aad Compartment Cooker 


pays you from $9.00 to $18.00 


is almost as popular among house- 
annual revenue—all of it off-peak 


wives in hot weather as an elec- 





load. No investment or special 
tric fan. It performs all the long- 


; , rate required. It is THE lamp- 
hour cooking operations auto- 


‘ ‘ ; socket revenue producer, abso- 
matically, saving labor and time. 


: ; caecte lutely satisfactory, to you and 
It makes electric service indis- : ; 


your customers. 
pensable. 


Summertime is the time to sell Compartment Cook- 
ers. Get a sample now and start a campaign in 
July when all other business is practically dead. 


Ei PEL Save A a 


TOLEDO, OHIO 
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An X-ray picture showing the simple construction of the Magic. 


Our One Argument is Quality 


If You are Interested in the Quality of the Appliances You Sell, You Must be Interested in 








“THE MAGIC” 


Trouble-Proof Suction Chee 


The MAGIC is easy to sell and it stays sold. You don’t lose all the profits 
on repairs, replacements and trouble-shooting. For the MAGIC is trouble- 
proof—absolutely. It’s all in the motor. The MAGIC has a compensated 
auxiliary winding. This type reduces commutator wear to an irreducible 
minimum. Also it costs nearly twice as much as the motors used on other 
cleaners of comparable size. The special design, and the extra care, finer 
materials and truer testing incorporated in this motor insures you against 
the exasperation and expense of complaints and repairs. 




















Here is the Proof 


In an endurance test of continuous operation day and night, between the MAGIC 
and two other well-known cleaners, the commutator of the motor on one of the other 
makes wore down 1/32 of an inch in 150 hours; the commutator on the other was 
worn out at the end of 500 hours. (See cut No. 1.) The commutator on the motor 
of the MAGIC Cleaner showed no perceptible wear after continuous operation for 
3,000 hours. 





\ 


CUT NO. | 





And when the MAGIC was stopped at the end of 5,000 hours’ continuous running, CUT NO 2 
The commutator of compe- 


ting cleaner, worn ‘out at the wear was hardly perceptible, and the cleaner was nearly as good as new. (See  Gieanrmmyatatar gat Mazic 
end of 500 hours’ continuous = cyt No, 2.) continuous operation. Wear 
running. hardly perceptible. 


Investigate the MAGIC critica//y. Put it through amy test you please. | 
| The more thoroughly you investigate, the surer you will be that the — 
MAGIC is the oz/y practical cleaner for your central station to handle. | 7 


One central station bought and sold over 1000 of our machines within six | 
months. Let us tell you w/y they boughtthem and /ow they sell them. | 
| 





INNOVATION ELECTRIC COMPANY, Inc. | 


585-589 Hudson Street, New York, U.S.A. 
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$1.00 a Year 


The San Francisco Convention 


Annual Meeting of National Electric Light Association will Emphasize the Importance of Developing 
Better Commercial Methods and Better Trained New-business Men 


HE keynote of this year’s National 
Electric Light Association Con- 
vention can be summed up in four 
words—Commercial Men and Methods. 

The industry realizes, as never before, 
that its future evolution will be commer- 
cial, rather than technical. Generation 
and distribution are pretty well standard- 
ized: financial development is following 
well-charted channels: public policy is 
firmly established on the bases of honesty, 
courtesy and service to the customer, 
safety and fairness to the employee. 
Along commercial lines lies the largest 
opportunity for both extensive and in- 
tensive growth from now on—and it is 
along these lines that the Association, 
in its present Convention, is rendering 
its greatest service. 

The papers of the present Convention, 
a number of which are to be found ab- 
stracted upon succeeding pages of this 
issue, are more definite and practical 
than those to be found in any of the past 
proceedings. The reason for this is not 
alone that we, as an industry, have 
arrived at a point where experience re- 
inforces theory, but we have come to 
realize the need of specific, useable facts 
and figures as a foundation of all success- 
ful sales policies and practice. 

President Holton H. Scott is to be con- 
gratulated upon both the breadth and 
depth of the work done under his ad- 
ministration. Much of this work will 
not show in the Convention, except in 
the form of dry reports. Education, 
accident prevention, agricultural appli- 
cations of electricity, the evolution of 
various employees’ welfare and_ profit- 
sharing plans—these and many other 
important, almost altruistic, labors have 
marked this year’s progress of the Asso- 
ciation. 

The two chairmen of the Commercial 


Section also are to be congratulated. 
K. L. Callahan, while general commer- 
cial manager for H. M. Byllesby & Com- 
pany, was elected chairman of this 
Section at the Philadelphia Convention. 
Under his leadership, the general scope 
of the vear’s work was planned, com- 
mittees selected and impetus given to the 





Holton H. Scott, President N.E. 1. A. 
1914-1915 


many important labors which have made 
this a banner year for the Section. 
Several months ago, Mr. Callahan left 
the central-station field—temporarily, it 
is to be hoped—to become Chicago 
district-manager of the Westinghouse 
Lamp Company, and on that account 
tendered his resignation. He was suc- 
ceeded by Douglass Burnett of Baltimore, 


who has not only carried out the plans 
which were in process, but who has by 
skillful supervision rounded out the 
year’s work. These two men are dividing 
the honors which belong to the Chairman 
of the Commercial Section. 

Two features of this Convention should 
not be overlooked by the ambitious com- 
mercial man—the educational work of the 
Association and the work of the Account- 
ing Section. Central-station commercial 
men must realize that they are, first and 
foremost, business men. Nothing is of 
greater importance, nothing more vital 
to the success of a business man than 
an understanding of accounts and a 
realization of their purpose and impor- 
tance. The Accounting Section of the 
Association is doing a work which is 
highly specialized but which, despite its 
technicalities and apparent “dryness,” 
will repay any new-business man for the 
time necessary to understand it. 

Similarly, the educational and welfare 
work of the Association merits the close 
study of those engaged in the commercial 
end of the business. This work aims to 
develop men, offers stepping stones to 
the ambitious and security to the plodder. 
Whoever hopes some day to become a 
manager of men must be familiar with 
the tools available for getting the maxi- 
mum of profitable service from those 
men, for riveting their loyalty, for in- 
creasing their efficiency, for insuring 
their present and future comfort and 
peace. These are large considerations, 
appealing, unfortunately, only to those 
whose grim enthusiasm destines them to 
managerial positions; yet since the leaders 
of the National Electric Light Association 
now consider the education and welfare 
of employees to be essential to the in- 
dustry’s success, it is obvious that an 
understanding of the work being done 






























































































































































































132 
in these directions is essential to the 
success of each individual. 

Important papers are being presented 
at San Francisco on the subject of 
industrial electric heating. A consider- 
able portion of the Report of the Com- 
mittee on Merchandising is given up to 
this subject, besides which are notable 
papers by C. W. Bartlett, F. T. Snyder 
and C. K. Nichols. This field for the sale 
of central-station power is just opening, 
and offers to the ambitious salesman 
a wonderful opportunity for specializa- 
tion. The Convention papers and the 
discussion they created will be the basis 
for the development and standardization 
of this department of business-getting, 
and, as such, are of inestimable value. 


Revivals 

A Paper Delivered before the First General 
Session 

By Pavi Lepkt 
HENEVER that arch revivalist, 
the Reverend William A. Sunday, 
faces the criticism that the effect of his 
high-tension efforts is transient, he makes 
this retort: “So is the effect of a bath, 
yet you would not dispute its usefulness.” 
Let us admit there is some force in the 

argument. Revivals have their use. 

An official of our live member from 
Brooklyn once frankly stated that he 
found it necessary every so often to give 
the wheel a wrench, causing a jolt which 
would keep matters from running in a 
rut. Our friend’s judgment is good. 
The most carefully worked out efficiency 
plans have a creeping tendency to grow a 
crust of dead, set superficiality that has 
to be ground off periodically. 

Have you no draft gauge in your boiler 
rooms so covered with dust that even 
Sherlock Holmes’ foil, Dr. Watson, might 
deduce the fact that its usefullness is 
obsolescent? Would every one of your 


engine stops and speed-limit devices 
successfully pass an unheralded test? 
Is all your fire-fighting apparatus in 





T. C. Martin, Secretary N.E. L. A. 
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condition to meet instantly the stress of 
maximum demand? Would none of your 
curve-drawing thermometer, pressure- 
gauge or voltmeter charts, reveal, on 
close analysis, a single hill or vale indicat- 
ing that those very faults these instru- 
ments were installed to guard against are 
sneaking in? ° 

Have none of your report blanks de- 
generated into bloodless sheets on which 
ridiculous entries might pass unnoticed 
month after month, though they be 
decorated by many fancy initials ascend- 
ing in scale? 

Have you, slumbering peacefully in 
serried files, no regiment of record cards 








Paul Lupke 


ingeniously conceived at an enthusiastic 
start, that now has fallen hopelessly 
behind in assimilating current events? 

Has the carefully honed courtesy of 
your entire staff lost none of its keen edge, 
letting it sink into the dull, lifeless sing- 
song of an automaton? 

The real object of all revivals is to 
remove the necessity for them, to foster 
earnest progress without loss from what 
has been already gained. Such a con- 
dition, however, represents the unattain- 
able ideal,—the supernatural. We must 
deal with human nature; these words, 
themselves, proclaim our limitations and 
point to the necessity of an occasional 
jar to keep us from backsliding. A word 
of warning concerning the revivals you 
administer to the operating men is, there- 
fore, in order. Let them be earnest, let 
them be full of stern common sense; shun 
the irritating, nagging hysterics that only 
phlegmatic, fat men can survive. 

It does seem queer that at times one 
apparently finds it easier to completely 
reconstruct a whole plant or system than 
to get the record blanks changed to suit 
the altered conditions, nevertheless, it is 
a fact. Do not the unfortunate ‘2000- 
candle-power lamp” and the venerable 
*50-watt equivalent” appear to possess 
paper immortality? We continue inter- 
minably to drag along a lagging current 
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of data, which in the end serves no othe; 
purpose than to furnish work for wear, 
clerks, who juggle the figures, counting 
on their fingers to locate the decima! 
point, without understanding in the leas} 
what it is all about. When the tin. 
comes, see that the report blanks get the 
needed overhauling, if you would preserve 
facts and factors on your records rather 
than fancies and fairy tales. 

In complex organizations there must 
be clearly defined lines of authority and 
responsibility. Mr. Vail, President of 
the Bell Telephone Co., says: 

“In all industrial organizations there 
are two distinct divisions. ‘Administra- 
tion’ and ‘Operation.’ Administration 
is centralized, it is legislative, determinate 
of general subjects, supervisory and 
judicial, acts alike for all branches and 
divisions and may be located apart from 
the seat of action. 

“Operation is executive. It is the 
action, the operation supreme as to local 
questions, but responsible to the central 
administration. It may be separated into 
divisions or departments, each having 
operating relations with the other, but 
no lines of authority between them.” 

Are we entirely without need of revival 
meetings to determine if these two 
functions are not in some parts at least 
becoming mixed? 

The public’s nerves are very sensitive 
and must be handled accordingly. 
Therefore, an occasional stirring revival 
sermon on the importance of uniform 
politeness is distinctly worth while. 

It has been remarked that coddling of 


the public has been overworked. Is this 
true? Are all the faults ours? That 
brings us to a matter where even a 


revival seems insufficient, where we must 
create a new religion. I refer now to the 
corporation conscience; not ours, mind 
you, but the public’s corporation con- 
science, 

Is it not about time that we conducted 
a vigorous campaign to lead the public’s 
conscience towards us into the straight 






E. W. Lloyd, 1st Vice-Pres. N.E.L. A. 
1914-1915 
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and narrow path? What will it avail 
us to be right if nobody believes it but 
ourselves? Your ponderous Public Policy 
(ommittee in last year’s report, in its 
dignified way said: 

“After assuring ourselves that our 
service is maintained at the highest 
standard * * * our members should 
endeavor to inform the public, in the 
various ways at their disposal, of the 
advantages which their presence brings 
to the communities in which they oper- 
ate.” 

How far have you traveled along 
these rarious ways during the past twelve 
months? Certainly our Class A mem- 
bers, the companies, have strained every 
point to set the premises right. They 
are endeavoring to utilize all means at 
their disposal for informing the public 
about it, but it is up to us, the Class B 
members, to back them up. 

We must make the public appreciate 
that the benefits the stockholders derive 
from a wide-awake utility company are 
small indeed in comparison with those 
self-evident indirect advantages in which 
the whole community shares. We know, 
too, that through all commercial activities 
in a community not a dollar is earned by 
harder work, or under more trying con- 
ditions than that which finds its way 
into the treasury of a utility company. 
In many a town a little trader sitting 
snugly in his corner store has larger gross 
receipts, on a vastly smaller investment 
and at a far greater margin of profit than 
the lighting company which must spread 
its net in every highway and byway, must 
face the risks of lightning, wind and sleet, 
and must forever run the gauntlet of 
indiscriminate criticism. Once we can 
make the general public thoroughly 
understand this, our battle is won. 


Abstract of Address of Douglass Burnett, 
Chairman, Commercial Section 
TREMENDOUS amount of 


work 


has been done by the Section this 
Committee on 


year. The Wiring of 





E. L. Callahan, Chairman Commercial 
Section, Resigned 
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Existing Buildings has made a long step 
toward standardizing plugs and recep- 
tacles and the adoption of certain new 
and improved methods of wiring of 
existing buildings which is a class of new 
business needing greater exploitation. 

The Committee on Education of Sales- 
men has, after several years of earnest 
work and thought, prepared what 
promises to be a most successful and 
widely adopted correspondence course, 
which with proper support will grow in 
scope and become comprehensive. 

The Committee on Merchandising has 
given you the last word on the subject in 
its present development, insofar as_ it 





Douglass Burnett, Chairman Commercial 
Section N. E, L. A., 1914-1915 


applies to the central-station industry; 
to date this Committee has worked in- 
cessantly and has supplied new and im- 
portant matter for our members. 

The Publications Committee has com- 
pleted the distribution of nearly a million 
pieces of matter, including the Residence 
Service Campaign and other Section 
literature, at a profit to the Section. 

The Publications and Handbook Com- 
mittees united have provided us with a 
sufficient stock of new Handbooks to 
care for the growth in membership 
incident to the new arrangement under 
which Class B and E members may be- 
come Commercial Section members with- 
out the payment of additional dues. The 
membership of our Section promises to 
increase considerably as a result of this 
step. 

The sound principles and business-like 
conduct of Section financial affairs is the 
result of earnest labor of our Finance 
Committee members, in cooperation with 
the various committees, therefore, the 
finances of our Section are on a satis- 
factory basis. 

The Power Sales Bureau of the Com- 
mercial Section has become of such im- 
portance that two sessions have been set 
aside on our program at this Convention 
for its deliberations. The reports of the 
sub-committees of this Bureau are replete 
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with constructive information and with 
records of constructive work looking to 
the strengthening of power sales among 
member companies. 

The Chairman of the Commercial 
Section is charged with the responsibility 
of acting as a Committee of One on For- 
eign Relations and in this connection, it is 
a pleasure to note the cordial reception by 
the National Commercial Gas Association 
of suggestions for cooperative work. 

Some steps have been taken to formu- 
late a separate organization for those 
connected with the sale of hydro-electric 
power in the South, and your Chairman 
issued an invitation to the gentlemen 
interested to affiliate with the Commer- 
cial Section through the Power Sales 
Bureau, and as a result, we expect to 
develop cooperative work which will 
bring known improvements in this branch 
of the industry. Similar invitations were 
issued to those interested in the forma- 
tion of an Industrial Electric Heating 
Association. Your Chairman was one 
of a Committee of the N. E. L. A. to 
invite affiliation by those who have since 
formed the National Association of Supply 
Manufacturers. 

It is for your Section Executive Com- 
mittee to consider how far the activities 
of the Section shall be conducted during 
the next year and along what lines, but 
your Chairman recommends the con- 
tinuance of certain § activities along 
present lines, especially insofar as such 
work as that of the Wiring Committee 
and of the Education Committee is con- 
cerned, with the expectation that the 
Wiring Committee will secure the actual 
approval and adoption of its new and im- 
proved methods; that the Education 
Committee shall make its proposed 
course successful and shall prepare for 
further courses for specialists, and natur- 
ally the Publications Committee should 
be continued in order to effect the distri- 
bution of suitable matter in such a 
manner as will cause the Section to be 
so far as possible self-sustaining. 





Joseph F. Becker, Vice-Chairman, Com- 
mercial Section, N. E. L. A. 
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Report of Publications Committee 


Committee: E. A. Edkins, Chairman; 
H. K. Mohr, Vice-Chairman; H. W. Alex- 
ander, N. H. Boynton, F. H. Gale, D. H. 
Howard, H. N. McConnell, J. C. Me- 
Quiston, P. L. Miles, Cyril Nast, F. N. 


Pembleton, P. L. Thompson. 


OTWITHSTANDING the depres- 

sion which has affected the entire 
industry and greatly increased the diffi- 
culties of your Committee in finding a 
market for its publications, the sales for 
the ten months ending March 1, 1915, 
show an increase of $6,437.13 or 127 
per cent over the sales for the eleven 
months period ending April 30, 1914, 
representing an increase of 365,860 in 
number of publications sold. 

From May 1, 1914 to March 1, 1915, 
the total number of publications sold 
was 488,541. 

In our last annual report brief mention 
was made of the proposed issue of a 
Residence Service Campaign. A compre- 
hensive exhibit of Commercial Section 
publication was displayed in our Section 
Headquarters at the Philadelphia Con- 
vention and as the result of a vigorous 
campaign conducted by the Committee 
during the Convention, orders were taken 
for upwards of 15,000 sets or approxi- 
mately half of the entire edition. This 
campaign was pushed energetically during 
the following three months by means of 
publicity secured through the medium of 
the technical press, the Association 
Bulletin and an extensive direct-by-mail 
canvass of our member companies, the 
balance of the edition being practically 
sold out by the first of October. 

With the outbreak of the European 
war there was a sharp decline in orders 
for publications. After a careful survey, 
the Committee decided to make a special 
drive on the Christmas booklet, Gifts 
That Please. This campaign was started 
in October; within a period of six weeks 
the total sales were 130,800 copies, for 
which the Section received $2,129.75. 





Howard K. Mohr, Member Publications 
Committee and Merchandising 


Committee 
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At the Executive Committee meeting 
of the Section, held in December, Mr. 
Hale brought up the desirability of getting 
out a handbook on standard wiring. As 
the result of this suggestion, the Com- 
mittee on Wiring of Existing Buildings 
prepared a considerable amount of data, 
which will be incorporated in future 
editions of Cushing's Manual and arrange- 
ments were made whereby the Section 
was enabled to purchase the Manual in 
lots of 100 or more copies at a reduced 
rate for re-sale to members at prices from 
10 to 25 cents cheaper than the regular 
retail price. 

Press notices in conjunction with the 
preliminary direct-by-mail campaign, 
covering about 800 companies, resulted 
in 150 orders for a total of 1452 copies of 
the Manual, which were billed for 





Ernest A. Edkins, Chairman 


Publications Committee 


$1,173.00. This preliminary campaign 
was merely put out to test market con- 
ditions and probable demand; results were 
so satisfactory that your Committee at 
once proceeded with plans for a much 
larger campaign, based on a mailing list 
of about 8000 companies, including all 
of the central stations in the United States 
and Canada and a large number of 
contractors and architects. At the date 
of this report (March Ist) the Committee 
is preparing to launch this campaign 
with the confident expectation that it 
will result in pushing the sales up to four 
or five thousand copies. 

Your Committee feels that its success 
with the Residence Service Campaign 
and the growing improvement in business 
conditions are sufficient warrant for 
putting out a Store Service Campaign 
at this time, which will probably consist 
of five or six separate pieces of printed 
matter. So long as three years ago, the 
Commercial Section issued Industrial 
Lighting, of which twenty-three thousand 
copies have been sold. Industrial Light- 
ing still stands as one of the best booklets 
issued by the Commercial Section. With 
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some necessary revision, a great deal of 
the old text will probably be used in a 
new booklet which your Commitice 
is now preparing ind hopes to have ready 
by the first of August. 

During the last two years the publica- 
tions of the Commercial Section have 
been purchased by upwards of two 
hundred Class A member companies, 
representing about 18 per cent of the 
total Class A membership. This figure 
does not include the names of those 
ordering less than ten copies of any one 
publication, nor does it include those 
purchasing sets of the Handbook. The 
number of smaller companies placing 
orders for our publications is steadily 
increasing and fifty-three new customers 
were secured solely through the medium 
of the campaign on the Gifts That Please 
booklet. Your Committee, however, is 
far from satisfied with the results ob- 
tained thus far and is pledged to still 
more aggressive policy for the ensuing 
year. 

Your Committee has asked itself the 
question “Why are 82 per cent of our 
Class A members not buying the Com- 
mercial Section’s publications?” After a 
careful consideration of the facts, your 
Committee has reached the conclusion 
that this condition is caused by the 
following reasons, which apply principally 
to the smaller companies: 

(1) Wide-spread indifference to mani- 
fest opportunities for obtaining new busi- 
ness. 

(2) An equally wide-spread _ belief 
that no other publicity is needed than 
that obtained from the booklets and 
folders furnished gratuitously by manu- 
facturers who take this means of boosting 
the sale of their own wares. 

(3) Failure on the part of many com- 


panies to maintain a comprehensive list 
of prospects in their territories or to pro- 
vide adequate organization for conducting 
follow-up campaigns. 

cases a policy of re- 
seems to 


(4) In 
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many 


that go to un- 
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necessary extremes; in 

tual lack of funds. 

(5) Failure on the part of many com- 
panies to realize that on existing service 
lines without capital investment except 
for the cost of installing service, there is a 
vast amount of potential business which 
can be converted into actual revenue 
upon the application of suitable advertis- 
ing and follow-up campaigns, the expense 
of which can be met out of the first few 
months’ revenue. The import of this 
consideration should be most appreciated 
in times like the present, when new 
capital may be difficult to raise, and 
when it is important to earn the maximum 
return on existing capital investment. 

Many influences are already at work 
to correct these conditions and your 
Committee believes that with the steady 
development of its educational propa- 
ganda the percentages above quoted 
will be ultimately reversed. 


some Cases an 


Report of Committee on Merchandising 


R. R. Young, Chairman; F. D. Beards- 
lee, Vice-Chairman; P. H. Booth, E. R. 
Davenport, M. O. Delplain, H. J. Gille, 
William Gould, A. A. Gray, J. V. Guil- 
foyle, J. D. Israel, G. B. Johnson, J. F. 
Kelly, A. Larney, J. G. Learned, C. W. 
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This report covers four different phases 
of merchandising, presenting a study of 
the subject under the headings “Analyzing 
the Market,” “Factors in Creating a 
Demand,” ‘““Managerial Point of View,” 
“Detailed Handling of Retail Sales,” 
“Campaigns” and “Buying.” It also 
touches on advertising, showing the need 
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of cooperative work between the manu- 
facturers and central-station managers. 

The report contains 140 pages and 
endeavors to tell all there is to know on 
its subject which makes it impossible to 
abstract, yet the number and importance 
of the men forming the committee insure 
the value and practical utility of each 
word. 

A division of the report which will be 
of wide interest is that devoted to in- 
dustrial-heating applications. Some 37 
pages are given up to this subject, in- 
cluding brief descriptions of many stand- 
ard appliances which should have more 
general sale. Also, a very practical 
part of the report is the list of **Available 
Appliances for Various Classes of Work,” 
which occupies five pages in the back of 
the book. This suggestive list will point 
the way for many appliance salesmen 
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to opportunities to which their past in- 
experience has blinded them. 

This report will develop much discus- 
sion. Exception will be taken to many 
of the rules set down, but the committee’s 
work will prove a benefit even where it is 
not accepted, for it will serve as a basis 
for analytical thought— which, as the re- 
port says, is what we have chiefly lacked. 


The Electric Vehicle and the 
Central Station 


Abstract of a Paper Read before the 
Technical Session 
By Jown F Gitcurisr, Presipent, ann 
A. Jackson MarsHantn, Secrerary 
Electric Vehicle Association of America 


O be blunt and to the point, possibly, 

the greatest obstacle encountered 

in the general use of the passenger vehicle 

by central stations is the “joy-riding”’ 

element which, in innumerable instances, 

has caused the vehicle to be unjustly 
discriminated against. 

Experience has shown that where elec- 

tric vehicles have been intelligently tried 


MERCHANDISE 


135 


out, the glorified claims of the “joy- 
rider” have not been substantiated. The 
electric vehicle, with but few exceptions, 
will do all the central-station work done 
by any other type of machine. This 
statement is borne out by the experience 
of a number of progressive central stations 
that are in many cases using the electric 
vehicle exclusively, except for special 
very long runs at relatively high speeds. 

If it be the policy of the company to 
permit the employees to use its property 
after hours on week days and on Sundays 
for personal pleasure, those so favored 
should not attempt to unduly influence 
the purchase of any particular make o1 
type of car, unless such favored type 
will first serve, and in the best manne 
possible, the interests of the company. 
Unfortunately, in many cases employ ees 
are actuated by a personal motive in this 
matter, and as a result scant considera- 
tion is given to what in most instances 
should be the logical selection—the 
electric vehicle. 

Many central-station representatives, 
admittedly unfavorable to the electric, 
are honest in their belief that it is unsuited 
to their work. In some relatively few 
cases this attitude is probably correct, 
but in the great majority of cases, the 
opinion is based on misunderstanding and 
general lack of knowledge. 

It is common knowledge that electric 
vehicles are on charge 6 to 8 hours each 
and every night, and surely we are 
warranted in claiming a marked advan- 
tage for the electric vehicle on account of 
such long-hour business. The load-fac- 
tor up to 30 to 35 per cent is uniform. 

Next, your attention is drawn to the 
low demand of the electric vehicle. For 
the same amount of plant equipment 
needed to operate it, the electric vehicle 
has 8)4 times the earning capacity of the 
electric flatiron. While it takes 86 irons 
to equal the annual income from one 
2-ton electric commercial vehicle, the 
irons demand 51.6 kw., against 6 kw. for 
the truck. 
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A house-wiring campaign is a very 
common class of business for the central- 
station manager to exploit. But if the 
central-station sales manager realized 
that 50 electric trucks only would produce 
the same annual income that is derived 
from 1350 houses, would he start out 
boldly with six solicitors? Would he 
adopt an aggressive policy if some one 
should remind him that all the truck 
business could be taken on without the 
purchase of additional plant equipment? 
Would he put on twice six solicitors if he 
actually realized the value of long-hour 
business and the enormous field which is 
open for promotion and development? 

Surely, the time will come when house 
lighting, cooking and baking, and _ in- 
numerable electrical fields will be thrown 
open for active exploitation, but today 
the path of least resistance leads to the 
electric-vehicle class of business, and of 
all branches with which the central 
stations deal there is no other of equal 
importance. It needs more attention, 
however, from the sales manager of the 
central station. It isa selling proposition. 

Current in abundance is available. 
Along with it, electric vehicles are 
thoroughly developed and successful as 
a commercial product. What the busi- 
ness needs is the benefit of the sales 
manager’s experience, his judgment, his 
approval, his influence with the public, 
his influence with his own organization. 
Wherever this policy prevails, there we 
may look for progress. 

A comprehensive analysis of the status 
of the electric-passenger vehicle industry 
in its relation to the smaller cities amply 
refutes the statement that only in the 
larger communities does the electric 
vehicle find its field of application. In 
fact, there are but 72 cities in the United 
States whose population exceeds 75,000 
and of these, only five have over 600,000 
inhabitants, while a comparison between 
two cities, where the vehicle development 
has extended over a period sufficiently 
long to establish these machines, shows 
that the ratio of electric passenger 
vehicles used to the population is materi- 
ally greater in the smaller community. 
In Chicago, with a population of approxi- 
mately 2,200,000, there exists one machine 
for every 750 inhabitants, while in Cleve- 
land, with but 25 per cent of that popula- 
tion, there is one machine for every 340 
inhabitants. 

The value of an_ electric-passenger 
vehicle to the central station from the 
point of revenue equals that of an average 
residence; $100 per year per machine is a 
fair estimate of the amount of money to 
be derived from this class of business, 
while the load is particularly valuable as 
being of an off-peak character and requir- 
ing no additional investment for power- 
house equipment and line extensions. 
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It is gratifying to point out that the 
surplus for the year 1914 amounts to 
$2,959.69 as against a credit balance of 
$610.38 the previous year. This showing 
is undoubtedly due to the success met by 
the Publications Committee; the revenue 
from sales of publications during the year 
1914, amounting to $12,097.71 as against 
$5,791.30 the previous year. 

The above figures show that the Section 
is on a better financial basis than ever 
before and is now in a position that it is 
self-supporting. 
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Report of Committee on Membership 


Committee: John G. Learned, Chair- 
man; F. D. Beardslee, Vice-Chairman; 
L. D. Gibbs, Vice-Chairman; S$. V. Wal- 
ton, Vice-Chairman; W. A. Blind, Secre- 
tary; W. R. Collier, E. R. Davenport, 
J. E. Davidson, W. A. Donkin, N. B. 
Hickox, F. H. Hill, H. E. Hobson, T. F. 
Kelley, M. C. Osborn, G. C. Osborne, 
F. D. Pembleton, J. H. Pieper, H. C. 
Rice, C. G. Schluederberg, A. H. Sikes, 
C. N. Stannard, E. B. Walthal, T. G. 
Whaling. 

As the table of membership by State 
shows, there is a large increase in the 
number of new members. One element 
particularly which has contributed to 
the success of the Committee’s work is 
the large number of section members 
who have enthusiastically given their 
time to it. Personal solicitation has 
proved far more effective than follow-up 
letters or literature. 

Consideration has been given to the 
importance of obtaining central-station 
men actively engaged in the commercial 
side of the business as such men immedi- 
ately become a force in the organization. 
Central-station companies are already 
inclined to regard membership as a 
recommendation when considering pro- 
motion to positions of larger responsi- 
bility. 
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The slogan for 1913 is repeated: 
“The more members the more valu 
to each member.” 


Analytical Accounting for Central- 
station Companies 


Abstract of a Paper Read before the 
Accounting Section in Convention 
at San Francisco 


By O. B. Cotpweti 


HE test of the value of the system of 

accounts is obviously the extent to 
which the management can from it obtain 
necessary information. There is an in- 
creasing tendency on the part of those 
handling business enterprises to analyze 
the methods employed, ascertain the 
sequence of operations when the processes 
are complicated, study the number of 
such operations for the purpose of elimi- 
nating those which are unnecessary, and, 
in general, to know more about the busi- 
ness and the cost of the articles manu- 
factured. Classifications as made at the 
present time do not adequately provide 
the information needed for a complete 
analysis of the business of a utility. 

A study of the sequence of operations 
covering the five steps common to all 
central-station business is made and 
illustrations given. Finally these classes 
of service appear under utilization where 
are added the expenses occasioned by 
the utility equipment, the commercial 
and the general expenses, all of which are 
suitably apportioned to these classes and 
to the direct users. 

Mr. E. N. Strait on “The Wisconsin 
Railroad Commission’s Method of Rate 
Making,” and Mr. Arthur S. Ives on 
“Factors in Rate Making” are quoted. 

A “post mortem” of the activities of a 
utility is interesting and of some value 
but it is better to establish systems of 
analytical accounting that will enable us 
to determine costs as we go along. It is 
essential that the efforts of all public 
utility companies be concentrated on the 
subject in order that substantial progress 
may be made. 


Demonstration of a Power Sale 


Every central-station man interested 
in power sales development should secure 
and study carefully the paper, ““Demon- 
stration of a Power Sale,” by C. H. 
Stevens, which was delivered before the 
Commercial Section. No attempt is 
here made to abstract this paper, because 
of its statistical character and our own 
space limitations. The paper describes 
in detail the whole machinery by which 
the Edison Electric Illuminating Com- 
pany of Brooklyn attempted to win over 
to central-station service a shoe factory 
already committed to the isolated plant. 
Every step by which a modern central- 
station power department breaks down 
keen opposition and builds its own case 
is carefully traced in this printed demon- 
stration of an actual power sale. 
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LECTRIC resistance furnaces de- 
signed to meet the needs of indus- 
trial heating at low, moderate and 

relatively high temperatures can be used 
for so many purposes that they offer 
great possibilities as new-load builders. 
The following classified list will serve to 
indicate the extent of the increase in 
current demand which a_ widespread 
adoption of this type of furnace would 
secure. 
Class No. 1—Applications requiring tempera- 
tures from 1000 degrees C to 1400 
degrees C 
(a) Hardening high-speed steel 
(b) Heating steel bars for forging, welding 
and upsetting 
(c) Melting copper, gold, ete. 
(d) Heating bolt and rivet stock 
Class No.2—Applications requiring tempera- 
tures from 450 degrees C to 1000 
degrees C 
(a) Annealing copper, brass, carbon. steel, 
high-speed steel and malleable iron 
(b) Hardening carbon steel and certain 
classes of high-speed steel 
(c) Heating copper, brass and Monel forging 
bars 
(d) Melting zinc, silver, aluminum, ete. 
(e) Case hardening and drawing baths 
Class No. 3—Applications requiring tempera- 
tures from 250 degrees C to 450 
degrees C 
(a) Sherardizing 
(b) Melting tin, lead and babbitt 
(c) Annealing carbon steel 
(d) Heating oil tempering or drawing baths 
and for boiling varnishes, ete. 
Class No. 4—Applications requiring tempera- 
tures from 100 degrees C to 250 
degrees C 
(a) Baking japan, enamels and lacquers 
(b) Baking insulating compounds, drying 
out impregnated woods and vulcanizing 
(c) Heating moulds 


The following table shows outputs 
which may readily be obtained from the 
electric hardening and annealing furnaces: 


Temperature Maximum 
Kw Hrs. Deg. C. to Capacity 
Kw Rated per Ton which Metal Pounds 
Capacity (Average) is Heated — per Hour 
30 335 800 180 
30 480 1200 125 
40 320 800 250 
40 450 1200 180 
60 290 800 425 
60 420 1200 275 
75 250 800 600 
75 400 1200 375 
100 200 800 1000 
100 310 1200 650 
150 200 800 1500 
150 300 1200 1000 


To make a commercial success of elec- 
tric heating, it is necessary that sufficient 
study and thought be given to the work 
in hand, so that an equipment may be 
selected of a rating such that it will be 
used as nearly as possible continuously 
at its maximum capacity. A cost of 
operation favorable as compared with 
oil or gas furnaces depends entirely upon 
its operation at a comparatively high 
thermal efficiency. 

In order to make a proper selection it 


Commercial Application of Electric Furnaces 


Abstract of a Paper Delivered before the Commercial Section 


By C. W. Bartlett 


is necessary to have the following data: 


Number of pounds of metal to be heated per 
hour 

Weight of each piece 

Dimensions of each piece 

Kind of material 

Temperature to 
heated 

Whether material is to be annealed, hardened, 
tempered or forged 

Voltage and frequency of circuit upon which 
furnace will be operated 


which material must be 


The greater number of electric furnaces 
for operations requiring moderate tem- 
peratures Class No. 2, are usually of 
from 50 to 150kw. capacity, and when 
we consider the vast number of gas and 
oil-fired furnaces being used in_ this 
country, the possibilities of electric fur- 
naces as new load builders are unusually 
attractive. Probably there is hardly a 
central-station man who cannot call to 
mind at once a number of manufacturing 
plants in his territory using anywhere 
from a dozen to seventy-five furnaces 
sach, 

Assuming that 15,000 oil and gas 
furnaces were replaced with electric 
furnaces and that the latter average 60 
kva. at unity power-factor, with a load- 
factor of 60 per cent, we shall have a 
connected load of 900,000 kw. or an 
average demand of 540,000 kw. On the 
basis of a 9-hour day for 300 days per 
year, this amounts to 1,458,000,000 
kwh., which at 1 cent per kwh. amounts 
to a revenue of $14,580,000 per annum. 

In one manufacturing plant, with 
which the writer is somewhat familiar, 
there are in use about fifty  oil-fired 
furnaces; it is estimated that if they were 
replaced with electric furnaces, the ca- 
pacity would average about 60 kw. each, 
or a connected load of 3000 kw., which 
at 60 per cent load-factor would amount 
to a demand of 1800 kilowatts. On the 
basis of a 9-hour day, 300 days per year 
and at 1 cent per kwh. this one factory 
offers the possibility of an increase in 
annual revenue to one central station, of 
$48,600. 

Among the advantages which charac- 
terize the electric furnace are the follow- 
ing: 

Ist Freedom from the overheating or burn- 

ing of metals 

2nd Uniform heating, giving ideal conditions 

for tempering, hardening, forging, ete. 

Srd_—s Material reduction in the amount of 

scale formed during heating, resulting 
in saving of metal, better finished 
products and saving in the wear of 
dies 

tth Electric furnace gives up to the room 

at the most not more than 1/25 as 
much heat as the oil furnace, resulting 
in a more comfortable temperature 
surrounding the operator in hot 
weather, thus decreasing the loss of 
production often experienced with 
oil or gas-fired furnaces 

5th Freedom from danger of explosions 


which may occur in oil and gas-fired 
furnaces resulting in injury or loss of 
life, as well as from fires 

6th Elimination of the complex storage and 
pumping systems for oil; also of the 
expensive compressed-air 
necessary for burning 


S\ stem 


The process “sherardizing” when prop- 
erly carried out is recognized to be far 
superior to any other commercial method 
of protecting iron and steel from atmos- 
pheric corrosion or rusting. Without 
going into the details of this process, it 
may be stated that its fundamental 
principle is the heating of the metal to be 
sherardized in powdered zinc, at the 
proper temperature. The zinc is de- 
posited on the outer surface of the metal 
to be sherardized, forming a rust-proof 
coating. One of the important factors 
and one which largely determines the 
degree of success with which this process 
can be applied, is the necessity for heating 
the material to a definite temperature, 
and thereafter maintaining the tempera- 
ture constant. For this reason, the elec- 
tric method of heating is ideal. The 
process of sheradizing is used extensively, 
and in many cases the heating is done at 
present with gas or oil, hence there is a 
good opportunity to increase the power- 
station load by securing the substitution 
of electric furnaces for the types now 
used. 

Experience shows that electric ovens 
for baking enamel, japan and lacquer 
usually require from 50 to 250 kw. of 
heating units, and when we consider 
the vast number of gas and _ oil-fired 
ovens being used for this work, the 
opportunity of re-equipping them with 
electric heaters appeals to us as one of the 
most promising fields for new load build- 
ing. Taking the automobile industry 
alone, there is hardly a manufacturer 
who does not use from six to twenty 
ovens. The writer has in mind one such 
plant where seventeen gas-fired ovens 
are in process of being changed from gas 
to electric heat and this installation alone 
means a connected load of about 4000 
kw., which at 1 cent per kwh. would 
mean an annual income of $72,000; based 
on 10-hour operation for 300 days per 
year with a 60 per cent load-factor. 

In general it may be stated that the 
advantages of using electricity as a source 
of heat for baking japan, enamel, lacquer, 
ete., are so important that in many 
instances, manufacturers consider it a 
good investment to change from gas or 
oil to electricity, even though there 
may be an increase in the fuel cost. 
Among its many advantages may be 
mentioned the reduced fire hazard, a 
better quality of finish and an increase 
in production amounting in many cases to 
30 per cent. 
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Sales-building co-operation 
for every Edison Agent 


O manufacturer in any line offers agents a more 

complete line of sales helps than those shown in 

the pages of the Edison Sales Builder. Take a 
trip with us through the pages of the monthly magazine, 
devoted entirely to the interests of our central-station and 
agent friends. 


THE EDITORIALS 
Outline the principal activities of the coming month. 


THE CHAPTER ON LAMP DEVELOPMENT 

Keeps you fully posted regarding all new improve- 
ments in the product. Price reductions, bulb changes, 
filament developments, new lamps and new fixtures are 
some of the many interesting news data given from month 
to month. 


UNDER LIGHTING PRACTICE 


Are included the latest methods in residential, home, 
industrial, commercial and street lighting. Flood lighting; 
sign, billboard and slogan lighting; trap shuoting at night; 
tennis court and golf course lighting; house- wiring methods 
and many kindred subjects are included. 






teen General Sales Office, Harrison,N.J 


THE MAGAZINE ADVERTISING SECTION 


Gives ample advance notice of forthcoming campaigns 
so that our agents can take full advantage of the same by 
laying their plans accordingly. 


IN THE CHAPTER ON CO-OPERATIVE PUBLICITY 

Are described the many varieties of sales helps fur- 
nished to Edison agents. Here are found timely window 
display suggestions and material together with a complete 
list of all the new booklets, bulletins, blotters, folders, pos- 
ters, carcards, novelties, post cards, lantern slides, posterette 
stamps, display racks, cut-outs, pennants, billboard posters, 
wall charts, lamp shades, decalcomania and muslin signs, 
lectures, newspaper cuts, electrotyped advertisements and 
other publicity material. An idea of the extent of this 
publicity material can be gathered from the index to the 
same appearing in each issue. A typical list of “live” 
material includes 77 different pieces. This list does not 
include newspaper electros of which about 70 different 
cuts are offered in the course of a year. 


THIS DEALER SERVICE 


In all its completeness, is available to central stations 
and lamp agents holding Edison contracts. 


EDISON LAMP WORKS 


OF GENERAL ELECTRIC COMPANY ee. 


Agencies Everywhere On Gods Heese 
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Every Electrical Gift is 
additional ‘New Business” 


This is the illustration of the June “Good House- 
keeping” advertisement encouraging the giving of G-E 
electrical gifts to the June bride and graduate. 
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G-E Heating appliances always make handsome, 
appreciated, useful presents that are constant and pleas- 
urable reminders of the giver. 

The Uni-Set should make a special appeal as a 
gift. Its appearance and its interchangeability of parts 
supply practically a complete table outfit at the excep- 
tionally reasonable price of $18.00—a big showing for 
so little money. 

When the light load drops, build it up with the 
current-consuming appliances. 


Make a special drive on G-E Uni-Sets, Toasters, 


Use our Electrical Advertiser Service as freely as 
you wish—trim your window with Uni-Sets—call on 
us for sales helps. 


General Electric Company 
General office: Schenectady, N. Y. 


Sales offices in all large cities: 


5 5 1 5 


The Guarantee of Excellence 
on Goods Flectrical 











Curbing Complaints by Appointment 


The “Service First’? System at Morristown, N. J., Builds both Good Will and Revenue 


VERY now and then in his pilgrim- 

ages through the country, the 

traveling man hits upon one of 
those hamlets, which for one reason or 
another is known as “a wealthy small 
town.” The people there do business 
with local tradesmen begrudgingly, and 
about the only part of the mansions on 
the hill that is known to the baker, the 
butcher and the grocer, is the back-door 
stoop. 

Such a town is Morristown, N. J., 
where the local tradespeople assiduously 
pursue the back-door policy. But the 
representatives of the central station 
enter through the front doors, and thereby 
hangs a tale. 

A few vears ago, the wealthy people of 
Morristown looked upon the central 
station with distaste, even suspicion, 
chiefly because its business was to sell 
something to them, just like all the local 
tradespeople. Under the conditions, 
business was not as good with the com- 
pany as it might have been; also, it was 
swamped with complaints of the par- 
ticularly “nasty” variety. Many of these 
complaints may have been at least partly 
justified, and many probably not justifi- 
able on any grounds: yet the just and 
the unjust complaints rained in regard- 
less. 

Now, during a recent interview with 
about everybody in the Morristown 
central station who ever comes into con- 
tact with the company customers either 
inside or outside of the office, the writer 
was unable to find a single official or 
employee who could recall one complaint 
of the old “nasty” variety within a 
twelve-month. The reason for this re- 
markable improvement is that the Morris 
& Somerset Electric Company has put 
in effect about as successful a system of 
complaint-abortion as can be found in 
any community of its size, or, in fact, 
in a great many communities of much 
larger size. But a greatly improved 
public attitude is not the only good that 
can be traced to the system. In the less 
than three years which have followed 
its inauguration, the company has added 
about 75 per cent more customers to its 
lines, while its appliance and power sales 
show an even greater percentage in- 
crease. 

The germ of this system, or at least the 
idea for it, is possibly contained in the 
fact that the officials of the company 
concluded that one permanently satisfied 
old customer was worth more than at 
least one new customer, and launched, 
in 1912, a system whereby complaints 
were methodically traced to their source, 
and every possible effort directed upon 
a dissatisfied customer until he became a 
satisfied one. The company, in short, 
“sells” satisfaction to the disgruntled 


By S. F. Metcuer 
present customer just as it sells service 
to a prospective customer. 

In the beginning, no one person was 
assigned exclusively to this work, but 
on January 1, Miss Mae Byrne came to 
the company, and it is now her exclusive 
business to track down every complaint 
which comes from a woman customer, 
although J. H. Drake, the general mana- 
ger, or any one of his men may be sent 
out to cover complaints from male 
customers. Miss Byrne was previously 
connected with the lamp department of 
the General Electric Company and is an 
expert on lighting. Because she is a 
woman, and a clever and a tactful one 
who is past mistress in dealing with 
finicky people, she is able to obtain a 
hearing from many customers who could 
never be reached by any man connected 
with the sales department. And, _be- 
cause she is an expert on lighting, she is 
in a position instantly to point out 
weaknesses in lighting installations, which 
have led to unnecessarily high bills, in 
any house she may visit. 

Here is the exact procedure for hand- 
ling a complaint through Miss Byrne. 
She makes her visits only through ap- 
pointment—and through the front door. 
No time or energy are wasted in trying 
to reach people haphazardly. It is the 
aim of the central station to place every 
interview of this sort upon a dignified 
basis, but dignity in this sense, does not 
mean a stand-offish attitude. Mr. Drake 
lays great stress upon the importance of 
his representatives maintaining a digni- 
fied, unservile attitude in all their dealings 
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Form Employed for Handling all Details of 
Complaints in Morristown 


with the public. He also insists that 
every complainant shall be approached 
from the point of view that the company 
is wrong, and not the customer, until it 
has been proved otherwise beyond the 
doubt of the customer himself. And, 
even then, the central station is very 
careful not to take the “I-told-you-so” 
position. 

If the complaint happens to be about 
the size of the lighting bill, the central 
station makes sure of ‘its side first before 
it takes up the case with the customer. 
The meter is carefully tested, and every 
other precaution taken to make sure that 
the trouble lies entirely with the customer 
—his or her lighting installation or 
method of using the lights. Then an 
appointment is arranged for Miss Byrne, 
and she sits down with the woman com- 
plainant and discusses the whole situation. 
As her first business is to help com- 
plainants to cut down their lighting bills 
by means of better lighting equipment, 
she looks over the ground very carefully, 
making specific suggestions for improved 
equipment wherever she finds a weak- 
ness. Recently, through her recommen- 
dation, 200 carbon lamps were changed 
over to Mazda lamps in one house alone. 
Her suggestions of this character are al- 
most invariably adopted, while, as the 
conversation passes naturally from one 
point to another, Miss Byrne is often able 
to make additional suggestions about 
electric home comforts which later lead 
to many appliance sales for the company 
which could not be obtained by direct 
solicitation. 

However, since the first ideal of her 
company is the permanently satisfied 
customer, when Miss Byrne sells an 
appliance direct, or in fact, when one is 
sold through any company representa- 
tive, every effort is taken to make sure 
that the customer is satisfied with her 
purchase. Sometimes a percolator or a 
toaster has to be changed several times 
before the customer is fully satisfied, 
since it is a well-known fact that many 
people follow their whims in selecting 
goods, and what may satisfy one buyer, 
will not satisfy somebody else at all, no 
matter how intrinsically good it may be. 
The Morristown company does not send 
out its appliances under the manufac- 
turer’s guarantee, but under its own. 
And if the goods do not satisfy, they are 
replaced. 

It is another duty of Miss Byrne, as 
well as of all the other company repre- 
sentatives, to warn customers against 
buying, from outside sources, appliances 
that sooner or later may prove unsatis- 
factory. This service has helped to breed 
customer-confidence, and the people of 
Morristown are gradually coming to 
believe that they can take a recommen- 
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dation from the company upon its face 
value. 

As soon as a complaint comes into the 
office, complete information is recorded 
in the complaint book, which consists of 
alternate sheets of white and yellow 
complaint slips, two slips to a page, with 
the white ones perforated so that they 
can be turned over to the trouble man 
for investigation. The yellow or carbon 
slips are kept in the book as permanent 
records. A reproduction of one of these 
complaint forms accompanies this article. 

The trouble man who receives the 
white slip must initial the yellow one, so 
that in case the white one is lost or mis- 
placed, the responsibility can be placed 
where it belongs. Every complaint is 
carefully followed up, until the white slip 
has been returned with the investigator’s 
notation that the complainant has been 
completely satisfied. Since all the com- 
plaint slips are numbered, it is a simple 
matter to follow them up, and after a 
complaint has been in the hands of the 
investigator for approximately 24 hours 

the maximum time allowed him for 
making the necessary adjustment—he is 
made to explain why the complaint has 
not been taken care of. According to 
Mr. Drake, the majority of the complaints 
are adjusted very shortly after they are 
recorded. 

A cardinal part of the work of Miss 
Byrne and the male solicitors is to prevent 
as well as to remedy complaints. For 
example, a careful check is maintained 
on all local building operations, and an 
educational campaign continually carried 
on among the architects and builders. 
They are urged, as an important item 
of their own service to customers, to see 
that only standard equipment is_pro- 
vided for in their plans. It is made clear 
to them that it is both uneconomical and 
impractical to use the iron, the vacuum 
sweeper, and the washing machine on 
the lighting circuit: that the plans should 
provide for a separate circuit for such 
appliances, and for heavy wiring and 
baseboard receptacles. Local architects 
and builders now voluntarily take up 
all problems of electrical construction 
with the central station, before under- 
taking any building job. 

While canvassing the architects and 
builders this way, Mr. Drake and_ his 
representatives do not neglect any op- 
portunity to act in an advisory capacity 
to the prospective owners of new build- 
ings, themselves. Also, when old houses 
are about to be wired, the central station 
does its best to forestall future complaints 
by recommending standard wiring and 
high-efficiency lamps so as to keep down 
the light bills. As Mr. Drake succinctly 
puts it: “If you can induce your pros- 
pect beforehand to make the right kind 
of lighting installation, you will have a 
satisfied customer before he even starts 
to use the light.” 

The business of running down com- 
plaints is kept separate from the regular 
sales work of the company. Under the 
guidance of Mr. Drake, and M. A. Boy- 
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lan, superintendent, Morristown is 
systematically canvassed for new  busi- 
ness. A special drive on old-house 
wiring is inaugurated once a year, while 
Miss Byrne keeps a complete list of all 
new prospects in the territory on file. 
The Morris & Somerset Electric Company 
do not maintain a regularly organized 
sales department, but every employee, 
both inside and outside, may be sent out 
to “close” a prospective sale, and where 
he brings in a lead, even though he has to 
call in either Mr. Drake or Mr. Boylan 
to get the signature on the dotted line, 
he receives credit for the sale. This 
practice is partly accountable for the 
splendid teamwork of the employees. 

The company has also developed a 
good sized and diversified power load, 
not only in the large units, but in the 
smaller ones as well. In this field, as in 
the residential field, every effort is made 
to satisfy the customer and keep him 
satisfied, and complaints are run down 
just as conscientiously. Throughout the 
nine square miles of rural-district territory 
covered, you will find its power running 
the saws in planing mills; doing many 
things on the farm, from separating the 
cream to operating the pump; cutting 
up scraps of old iron in junk shops; at 
work in shoe-shining establishments; 
and doing a multitude of things about 
the home and garage. 

A good many “posers” are put up to 
Messrs. Drake and Boylan, in the shape 
of requests for motors for odd purposes, 
but they do their best to fill the order in 
every case, in accordance with the rule 
of the company that no customer must 
be left until he is a satisfied customer. 

This company has also gone pretty 
extensively into the refrigeration end of 
the business. They find that a small 
refrigerating motor will yield the com- 
pany from $30 to $40 a month in the 
summertime. 

I have already pointed out that Mr. 
Drake lays great emphasis on the digni- 
fied approach. Everybody and every- 
thing connected with the company wear 
the impress of dignity. The ‘dirty 
workman” who muddies rugs and floors 
does not exist, for both the salesmen and 
the office men wear dark clothing, while 
the linemen wear a company uniform 
which is furnished them free. The 
trucks and wagons in the company 
service are also kept polished to the point 
of perfection. The company name only 
appears on the sides of the vehicles, and 
even that in modest lettering. Mr. 
Drake asserts that this dignity feature 
in itself has been a big factor in aborting 
complaints. 

Now for summary and addenda. The 
Morris & Somerset Electric Company 
does business on the principle that the 
central station which builds real service 
before it starts to sell, will experience 
little difficulty with the actual selling. 
In less than three years, it has taken all 
the sting out of the old venomous com- 
plaints by a dignified, front-door method 
of approach, and by keeping high-grade 
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UNIVERSAL 


Electric 
Home Needs 


By displaying UNIVERSAL appli- 
ances you will make many quick sales 
because your customers are all familiar 
with UNIVERSAL quality and because 
they know that every article bearing the 
UNIVERSAL trade mark has back of 
it the guarantee of a firm that has been 
in business for over seventy-five years. 
The UNIVERSAL trade mark is to 


electrical appliances what the word 


Sterling is to silver. 
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UNIVERSAL Electric Appliances 
are distinctive in appearance and per- 
fect in operation. They embody many 
exclusive, patented features, such as the 
UNIVERSAL method of heat distribu- 
tion which eliminates waste current, 
and the Fusible Plug Safety Device 
which prevents all danger of fire or 
burned out heating elements. 


If there's anything about the line of 
UNIVERSAL Electric Home Needs 
that you're not familiar with we'll be 
only too glad to post you. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. 
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men and a tactful, clever girl in the field. 
It keeps its office open from 8 a. m. to 11 
p. m., 365 days in the year, so that a 
customer may pay his bill at any time 
of night, as well as in the daytime, and 
on Sundays and holidays, as well as on 
week days. 

All complaints are attended to, as far 
as possible, right in the complainant’s 
own home. He or she does not have 
to come down to the office and talk it 
over with the bookkeeper. 

Does all this pay in anything more 
tangible than customer good will? Fig- 
ures are available to show that it does. 
In 1912, or about the time the complaint 
system was inaugurated, the company 
had a total of 791 customers. On March 
1, 1915, this total had swelled to 1278, 
while the high-water mark was 1366, or, 
roughly, 75 per cent better than the 
best figures available before 1912. Over 
200 new customers are added annually 
to the company’s lines. The gains in 
appliance sales are even more impressive, 
and small-motor business amounting to 
more than 1,000 hp. has been secured. 
This is pretty good going for rural ter- 
ritory of only nine square miles. Mr. 
Drake is of the opinion that his system 
would prove a profitable one for any 
central station to adopt. For it means 
building a public-utility business on a 
true confidence basis. 

Vehicle Section Tour 

The Electric Vehicle Association of 
America has formed fourteen sections 
throughout the country. On May 19, 
A. Jackson Marshall, secretary of the 
Association, started on an_ extensive 
western trip to form additional sections. 
Mr. Marshall will be en tour until June 
24, and he will visit Columbus, Cin- 
cinnati, Louisville, St. Louis, Kansas 
City, Omaha, Denver, Salt Lake City, 
Los Angeles, San Diego, San Francisco, 
Portland, Ore., Seattle, Spokane, Minnea- 
polis and Chicago. 


Iowa Section Officers 
The Iowa Section of the National 
Electric Light Association has elected 
officers as follows: president, E. M. 
Walker of Dubuque; vice-president, 


Thomas Ferris of Osage; secretary- 
treasurer, W. H. Thompson, Jr., of Des 
Moines; executive committee, Austin 


Burt of Waterloo, C. W: 
Keokuk, 
and H.C 


Kellogg of 
Thomas Crawford of Clinton. 
. Blackwell of Davenport. 


New York Central-station Men Meet 

The joint meeting of the Empire State 
Gas and Electric Association and the 
Eastern New York Section of the National 
Electric Light Association was held in 
Schenectady in May. James O. Carr, 
newly appointed service commissioner 
for the Second Public Service District 
of New York, gave an address on “Public 
Policy.” Henry Flood also spoke on 
“Hydroelectric Power—its Generation 
and Distribution; S. W. Stratton, on the 
work of the Bureau of Standards; and 
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A. D. Dudley, Syracuse Lighting Com- 
pany, on “The Small Consumer—A 
Problem.” Several 
the General Electric Company joined 
the delegates at dinner during the second 
night of the convention, and the following 
speakers were called on: J. R. Lovejoy, 
W. J. Clark, E. F. Peck, James O. Carr, 
T. R. Beal, Frank H. Gale, and H. M. 
Wilson. 


Annual Meeting Society for Electrical 
Development 


The annual meeting of the Society for 


Electrical Development, Inc., was held 
in New York, Tuesday, May 11, with 
President Henry L. Doherty in the chair. 


representatives of 


The following directors were unanimously 
reelected for four years as_ follows: 
Director to Represent Central-Station 
Interests, J. F. Gilchrist; Director to 
Represent Manufacturing Interests, W. 
A. Layman; Director to Represent Con- 
tracting Interests, J. R. Strong; Director 


to Represent Jobbing Interests, F. S$. 
Price; Director-at-Large, C. W. Price. 


J. M. Wakeman, general manager, 
read a report of the year’s work and 
H. W. Alexander, director of publicity, 
gave a statement of the work of the 
publicity department; and A. J. Edgell, 
of the display service bureau, reported 


that over 877 requests had come in for 


window or store-front suggestions. 











in the Company’s history. 


E. W. Bliss : 
Austin Nichols & Company 

American Tobacco icneaass 

R. G. Dunn : 


000 in. salaries. 


“Better Be a Brooklynite” 


ORE than 40,000 additional horse power in electric motors were 
added to the service mains of the Brooklyn Edison Company during 
the past year—an increase of 20 per cent. over any preceding year 


Among the enterprises of national reputation who adopted Brooklyn 
Edison Power during 1914 were the following: 


American Manufacturing anand 


‘The low rate for central station power is but one of the attractions 
which draws to Brooklyn the country’s biggest industrial institutions. 


BROOKLYN has an unsurpassed improved waterfront of 
56 miles, which cost over $200,000,000 for its development. 
BROOKLYN has a population of over 1,800,000. Two 
hundred new residents absorbed daily. 

BROOKLYN has more miles of asphalted streets than any 
other city in America—796 miles paved. 

BROOKLYN is the home of 8,000 industrial establishments 
which pay weekly to their 150,000 employees almost $2,000, - 
An average of four new manufacturing 
plants have opened each week during the last five years, mak- 
ing an additional ) early investment of $10,000,000. 


Such in Brooklyn, the city of big business. 


7,000 H. P 
3,000 H. P 
1,000 H. P 
400 H. P 
250 H. P 





locality. 


“Industrial Brooklyn.” 
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Without obligation on your part, our Industrial Power Bureau will be 
glad to compile information on labor costs, factory and loft sites, freight charges 
to and from Brooklyn on raw and manufactured products;—or gather any other 
facts that would be of value to you should you be considering a change of 


This service is yours for the asking, as likewise is our new booklet— 


Edison Electric Illuminating Company 
of Brooklyn 
360 Pearl Street 


Brooklyn, N. Y. 
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Convention of the Ohio New-Business Men 


Milner and Blanchard Talk on Central-station Window Displays and Sign Selling. 


HE fifth annual convention of the 

Committee on New-business Co- 

operation of The Ohio Electric 
Light Association was held at the Virginia 
Hotel, Columbus, Wednesday, May 19. 
About sixty delegates were present. 
Thomas F. Kelly, commercial manager 
the Dayton Power & Light Company, 
was in the chair. S. G. McMeen, presi- 
dent the Columbus Railway Power & 
Light Company, made the speech of 
welcome. 

L. T. Milner, manager the Cincinnati 
office of the Western Electric Company, 
read a paper on “The Value of Show- 
window Advertising.” He said in part: 

“There is a greater field for attractive 
window-displays in the electrical line 
than in any other. The wonderful 
number of demonstrations of heat, light 
and power from electricity are limited 
only by the ingenuity of the window 


dresser. One of the greatest troubles to 
overcome is that the average man is 


willing to have a good window if it doesn’t 
cost him anything and doesn’t take any 
time to prepare, which is just as sensible a 
statement as that a man is willing to go 
into business if it doesn’t take any of his 
time and he doesn’t have to invest any 
capital. Show-window dressing requires 
an initial investment of sometimes con- 
siderable amounts, takes quite a little 
gray matter and much carefulness of 
execution. At Cincinnati we do no news- 
paper advertising, although we do some 
circularizing and employ some solicitors. 
However, during the year and a half we 
have been in business at our present 
location, we have put out a large quantity 
of current-consuming devices and have 
increased the central station’s load in 
Cincinnati. In order to make show- 
window advertising a success, you must 
have some money to spend on it. You 
must have a good location, skilled, ex- 
perienced sales people and money for the 
window displays themselves. 

“Miniature reproductions of  large- 
sized objects are always interesting and 
large-size productions of miniature articles 
are likewise attractive. Asa rule, moving 
displays attract more attention than still 
displays, and the possibilities for moving 
displays in the electrical line are tremen- 
dous. Still displays, however, should 
not be overlooked. Some of our most 
successful sales have been conducted with 
still displays. Connect the window dis- 
plays with the national holidays, with 
the seasons of the year, with local events. 
Have a wedding window for June brides 
or a Santa-Claus window for Christmas, 
a harvest-home window for Thanks- 
giving, and a patriotic display for the 
Fourth of July. In the spring and early 
summer, when you want to sell fans, if 
you are a window dresser, you will think 
of the baseball fans. Last spring, peo- 


ple passing our show window in Cin- 
cinnati lined the window to see a 
baseball game in full swing. The players 
in the game were electric lights. 

“Of course, one of the things which you 
want to do is to have possible customers 
link fans with the idea of coolness—cold 
waves, ice, snow and freezing tempera- 
tures should all be connected with fans 
in the minds of possible buyers. With a 
bushel of paper confetti and a few fans 














Thomas F. Kelly who has completed his 

second year as Chairman of the very success- 

ful committee on New-Business Cooperation, 
Ohio Electric Light Association 


you can make a fine snow storm. The 
fans must be so placed as to make a con- 
tinuous current of airin the window which 
will keep the imitation snow in a con- 
stant whirl of motion, eddying, winding, 
whirling and coming down in a con- 
tinuous shower. It frosts the window 
and hangs in a realistic way on the ex- 
posed wires. The correct placing of the 
fans can be managed only by experiment- 
ing and finding out just how to get the 
desired twirling current of air. In our 
window we were so successful that the 
snow was swept clear to the top of the 
window, giving the breeziest effect you 
ever saw. We used this first in the early 
Spring with a large sign over the window 

‘Remember this When 
is Warm.’ It produced business as well 
as breezes. 


“A toy-window display with a moving 
train at Christmas time is one of the 
finest business producers you can have. 
These toys are all operated by a trans- 
former from the lighting current and are 
It will make 
the non-users of electric lights in your 
their 
Most of 


these toys are for the boys, but this year 


safe for children to handle. 


town, want the service—to hear 


children beg for a train outfit. 


the Weather 


an electric range, with six holes and an 
oven which bakes, and is over 12 inches 
high, can be furnished for the girls. 
Automobile races are most exciting. 
All members of the family take pleasure 
in these electric toys and the possibilities 
for a window display of this line to 
create more and more enthusi- 
astic users of electric current cannot be 
overlooked. 

“Windows should be changed at least 
once a week. Friday is the best day in 
the week for a new one to be placed. It 
is then ready for the Saturday crowds. 
Build up a business, through the help of 
window displays, on quality and service, 
at a price which is fair, and use the profit 
to create more and attractive 
window displays.” 

D. L. Gaskill, secretary of the Asso- 
ciation, led the discussion on this paper. 

V. L. Blanchard, of the Toledo Rail- 
ways & Light Company, read an equally 
timely paper on “Electrical Advertising.” 
He emphasized the value of the sign load 
to the central station and the importance 
of sending out the sign solicitors with the 
idea that every business house in a 
locality is a prospect for either sign or 
window lighting, and in most cases, for 
both. In each instance, the merchant 
must be “sold” on the ability of electric 
advertising to draw people into his store, 
and he must be sold a sign which will be 
distinctive and all his own, and which 
will help to create desire for the goods he 
sells. 

Mr. Blanchard pointed out that, during 
1914, his company sold and erected 504 
electric signs which burn about 110,000 
lamps. This business has been made 
possible, first by a systematic drive on all 
classes of sign prospects; second, by 
selling sign service as well as signs, so that 
every merchant buys a sign adapted to 
his business and which proves itself to be 
just as productive an advertising medium 
as any other he uses. 

The other speakers were: A. C. Sey- 
mour, president the Columbus Chamber 
of Commerce; Kenneth McKinley, effi- 
ciency engineer of the Ohio Civil Service 
Commission; and Chairman T. F. Kelly. 


users 


more 


Cash for Good ‘‘Hunches”’ 


Any employe of the Dayton Power & 
Light Company who “gets a hunch” of 
any sort that the company can use, can 
get 50 cents for it by: dropping it in one 
of the boxes which have been installed 
throughout the company’s plant for such 
communications. The employe who 
each month provides the best usable 
suggestion is paid $5 for it. The under- 
lying idea of the scheme is to stimulate 
interest among the employes in the 
company’s business and operation. 
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Advertising sells goods to you, 


why not let Advertising sell 


goods for yous 


You realize, as we do, that personal salesmanship is the most effective kind. 
At the same time, advertising sells goods ¢o you, why not let it sell goods for 


your 


Let the DIRTLESS WORKMAN get you 


House Wiring Contracts 


Most people to whom you try to sell house-wiring are afraid of the 
wireman. They are afraid he will mar the floors, afraid he will break 
holes in the plaster, af azd he will tear things up generally. Overcome this 
groundless prejudice against the man who installs the wiring by sending to 


each of your house-wiring prospects a copy of 


THE DIRTLESS WORKMAN 


It’s a popular, easy-to-read booklet that tells just how easy and safe it is to 
have the wires installed in an already-built home. It explains to your 


customers that wiring a house is zo¢ a dirty job, zo¢ an expensive job. 


THE DIRTLESS WORKMAN 


is not hot-air advertising, but a simple, understandable argument in favor 
of your service. Like any other good printed argument it reaches and 


convinces many people whom your solicitors cannot or do not reach. 


3 cents a copy in 500 lots 


Over a million and a half copies of “Dyrtless Workman’’ and other 


RaeCo Central Station Ad-booklets sold 


THE RAE COMPANY 


17 Madison Ave., New York City 
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Future of Electrical Advertising 


The Field has Scarcely been Touched. Some Practical Development Suggestions Offered. 


HE question is often asked, “What 

are the manufacturers going to 

do when the cities are filled-up 
with electric signs?” 

The reply to this is that we would have 
to stop the growth of these United States 
to cut off the future of electrical advertis- 
ing. New firms are daily springing up; 
old firms are changing their locations 
or their names; the old types of electric 
signs are giving way to better types and 
more artistic designs. Electrical adver- 
tising has just begun. New ideas and 
methods are constantly being introduced. 
It is amazing to see the number of sign 
inventions that have passed through the 
Patent Office in the past ten years. 

The electric-sign manufacturer can 
now reproduce a real electrical picture 
clearly—not only landscape, but faces and 
features, and make them change expres- 
sion like a moving picture. Any trade 
mark can be reproduced exactly, whereas 
the older method was simply to outline 
it with lights or make it transparent or 
reflected. 

As the mechanical end of the business 
has developed, the salesman has had to 
develop also, and every sign manufacturer 
will admit that this has been a tremendous 
practical problem. There is more re- 
quired of the sign salesman than of the 
average seller of wares. He must have 
imagination, a little mechanical know- 
ledge and some artistic ability. 

Everyone admits that the electric sign 
has had a marvellous growth in the past 
ten years with but little educational work. 
Electricity is new to us. Societies or 
associations devoted to this development 
have not as yet been able to accomplish 
much. A few central stations independ- 
ently have done a little pioneering aided 
by a few sign manufacturers, though you 
can count the latter almost on the fingers 
of one hand. Yet it must be agreed 
that development is solely a matter of 
education. Wherever there are a great 
number of signs it is easy to add others; 
also, wherever good signs are sold it is 
‘asy to sell better ones. 

I find fault with both central-station 
and sign-manufacturer’s salesmen, be- 
cause they are too anxious for the name 
on the dotted line. They do not study 
the customer’s conditions and ascertain 
the best kind of a display that will pro- 
duce the best results. They show stock 
designs and catalogues: they copy ideas 
from the trade journals and from the 
work of other manufacturers, instead of 


selling something new, different and 
original. 

Central stations cannot afford any 
longer to patronize the tinsmith and 
commercial sign-painter. If they do, 


they will have a class of signs on their 


By J. E. Tucker. 
lines that will harm rather than help the 
business. It takes a manufacturer with 
ample capital at least five years with a 
good clientage to develop the right kind 
of signs, or even build up an organization 
competent to turn out the right kind of 
signs. I know the concern with which 
I am associated would be ashamed to 
acknowledge some of the signs turned 
out in the early period of its business. 
Advice, of course, is cheap. Yet if I 
were to presume to advise central-station 





J. E. Tucker, a man who believes in Signs 
and makes others believe in them 


men as to how best to develop the right 
quality and number of signs in any city, 
I should emphasize these points: 

When applying for designs, give as 
much information as possible. Let the 
manufacturer know your customer and 
his location, about what kind of a sign 
he will require, where the sign is to go, 
about what price he will want to pay, 
whether or not there should be any spec- 
tacular features, what kind of ordinance 
is in force and any special requirements 
by the city. This will save the manu- 
facturer’s time and money and will enable 
him to work intelligently. If I were a 
central-station man located in a_ city 
above 25,000 population, I would pur- 
chase signs and display work, secure the 
best discount from the sign manufacturer, 
take this discount as interest on my 
investment, and sell signs to reliable 
customers, spreading the payments over 
a term of months. I would cooperate 
with one reliable sign manufacturer who 
could afford to give personal assistance 
as well as designs promptly, bring de- 
signer and sign salesman on the ground 
if the situation would warrant it, so as to 


bring new ideas to the central-station 
salesmen. [I would employ a man simply 
on up-keep of signs and to look after 
cleaning, renewing lamps and keeping 
up flashers. Nothing hurts the business 
more than to allow the signs to run down 
in this respect. 

Signs constitute one of the most profit- 
able loads of the central station if they 
are put on the right basis. They stimu- 
late other uses of electricity and are a 
civic pride and benefit. 

It will not be many years before elec- 
trical advertising will be systematized 
so as to accommodate the national adver- 
tiser. There is less prejudice against 
electrical signs than against other out- 
of-door advertising. Then, too, the small 
units of light have brought the cost of 
maintenance down comparatively low. 
Locations for national advertising-signs 
constitute the main issue, but these can 
be secured. It is now up to the promoter, 
but he must be big enough to show these 
advantages to larger advertisers. His 
hardest fight will be with the advertising 
agents, as they are educated to newspaper 
and magazine-copy standards and the 
sign copy is too brief for them. The 
mistake has been made of interesting 
the advertisers with the talking sign 
instead of more individual signs. Every- 
body admits that the individual signs on 
principal thoroughfares everywhere have 


brought good returns to the users. There 
should—there will be more of them if 
we go after the business. When the 


system is ready the advertiser will be 
found, and when electrical advertising 
is done right it will make an indelible 
impression. It is an experiment now 
with many advertisers: soon it will come 
to be an advertising necessity. 


Danbury Slogan on Broadway 


As indicating the value of slogan signs 
and the continued appreciation of this 
form of civic advertising in the cities 
where they are erected, it is announced 
in the Danbury News that a movement 
is on foot to transfer the slogan sign of 
that city to an important stand on Broad- 
way, New York. 

The proposition was made by an officer 
of the recently organized Chamber of 
Commerce in Danbury. The idea is not 
to remove it permanently, but to send 
it from season to season to various electric 
advertising centres, where it would be 
effective in advertising Danbury hats. 

The Danbury slogan reads, “Danbury 
Crowns Them All.” The sign was the 
gift of the local lighting company (a 
Doherty property) to the city, and was 
built by the Valentine Electric Sign 
Company. 









ELECTRICAL MERCHANDISE 












































N adequate power supply is 

a valuable asset for any 
community, but it should not 
only be adequate—it must also 
be reliable and economical. 


These three essentials are characteristic of 
Philadelphia Electric Power Service. They 
explain why many of the most prominent 
manufacturing establishments in the city 
have ceased to operate their own power 
plants and have contracted for our service; 
and why many outside manufacturers have 
located in Philadelphia. 

Electric Light and Power are a necessity 
in every modern place of business, which is 
only another way of saying that every such 
establishment in this city ought to be using 
Philadelphia Electric Service. 
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Burning Signs in Daytime 


Commonwealth Edison Company of Chicago Successful 
in Unique Campaign 


N unusual sign campaign, designed 

to induce the burning of electric 
signs by daylight, is being carried out 
successfully by the Commonwealth Edi- 
son Company of Chicago. 

The sign rate in force in that city 
naturally favors the company in this 
campaign. At 10 cents per kwh. for the 
first 80 hours demand, 5 cents for the 
second 30 hours and 3 cents for all above 
60 hours, the daylight burning practically 
all comes within the lowest rate and, 
consequently, the cost to the merchant 
is trifling. On the other hand, the 
benefits of daylight burning of signs, both 
to the merchant and, in the aggregate, 
to the company, are considerable. 

The campaign of education which has 
resulted in bettering the load factor of 
Chicago sign lighting, consisted in four 
direct-by-mail advertisements—one letter 
and three folders. These were sent to 


So far the daylight burning is restricted 
to signs which appeal for transient trade 
moving-picture shows, vaudeville thea- 
tres, lunch rooms, bars and the like. 
These customers can feel instantly the 
effect of the innovation and many of them 
have acknowledged its value. 

And speaking of the value of electric 
advertising, O. R. Hogue, head lighting 
agent of the Chicago company, reports 
two very suggestive statements which 
came out at a hearing upon Chicago’s 
recently proposed sign ordinance, and 
which are valuable arguments for the 
sign salesman. In one case, a restaurant 
proprietor named Kaufman cited his 
experience in a location on a street from 
which all signs projecting over the side- 
walk were ordered removed. He stated 
that immediately his business fell off 
$40.00 a day and that he was compelled, 
finally, to give up the store and get onto 





A typical Chicago street scene on a dark afternoon, showing signs lighted before sundown 


every present user of a sign in the down- 
town district. The letter was a general 
argument. One folder quoted — the 
weather bureau and contained repro- 
ductions of newspaper clippings to prove 
the large proportion of dark or murky 
days whereon signs, to be most efficient, 
should be lighted. Another folder 
showed reproductions of characteristic 
bills before and after the daylight-burning 
policy was adopted. Figuring on the 
basis of an average small sign containing 
100 lamps, it is shown that the extra 
lighting costs only 1% cents an hour, 
which is hardly enough to be noticed on 
the bill. 

Some of the results of the campaign 
are remarkable. Altogether, about 30 
signs in the “loop district’” burn practi- 
cally all day long and some have been 
seen in circuit even when bright sunlight 
was shining upon the lamps. The effect 
is so unusual as to make these signs very 
conspicuous and to much more. than 
double their efficiency. 


a street where projecting signs were 
allowed. Another man, a hotel and bar 
proprietor, stated that his receipts fell 
off between $15.00 and $20.00 a day, 
making the business absolutely unprofit- 


Af SIGN THE BEST BUSINESS 
"NO FIRST COST-RENTAL VERY 
TRICITY COSTS ONLY 12% CENTS 


RE SIGA 


Chicago’s automobile sign demonstrator 
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able until he was able to put in a big 
flush-to-the-wall sign over his doorway, 
after which business again picked up. 
though not reaching its previous volume. 

The Commonwealth Edison Company 
maintains a sign-selling force of six men 
and erects an average of 75 new signs per 
month. <A clever advertising and demon- 
stration equipment is used by this 
department, consisting of an_ electric 
wagon on the sides of which burn two 
lamp-letter signs reading “Electric Adver- 
tising.”” In addition, the following 
painted ads appear on right side, left 
side and back, respectively : 


“A 100-light sign, the best business 
builder. No first cost—rental very small. 
Electricity costs only 121% cents per 
night for the entire sign for 5 hours.” 

*100-light sign. 
214 cents per hour.” 


5 hours per night. 


“Electric signs. Rental or time pay- 


ments.” 


This wagon is taken out each business 


night by two salesmen who make a 
store-to-store canvas over a_ specified 
route. Their duty is to develop prospects 


and arrange definite appointments for 
the salesman to follow up. As standard- 
letter Federal signs are generally advo- 
cated, these men frequently are able to 
make snap sales and to have the actual 
sign on the customer’s premises the next 
day, ready for hanging. 

The effort which Chicago is putting 
forth to improve the load factor of sign 
business is worthy of wide adoption. 
It is practically impossible to extend 
the burning hours later than midnight 
or one o'clock, even in a “wide-open 
town,” but educational advertising and 
a favorable rate will fill in the gaps at the 
other end of the curve, as Chicago has 
conclusively shown. 


Cleveland League Incorporates 


The members of the Electrical League 
of Cleveland, Jovian chapter, formed 
the Electrical League of Cleveland Com- 
pany on April 1. Hereafter, each 
member of the organization must be a 
stockholder in the new company. Shares 
have a par value of $1.00 each. The 
following directors were elected: Geo. 
S. Milner, M. H. Moffett, N. H. Boynton, 
David Aitken, R. G. Pate, H. C. Mohr, 
H. C. Turnock, R. E. Campbell, M. E. 
Turner, Harry Swindell, Peter Yensen, 
J. T. Kermode, W. J. Hanley, A. L. 
Oppenheimer, and H. 5S. Greene. 

The Board of Directors have elected 
the following officers: President, G. 5S. 
Milner; vice-president, M. H. Moffett; 
secretary, R. G. Pate; treasurer, H. C. 
Mohr. R. S. Dunning was appointed 
executive secretary. 


A. L. Swanson, of A. L. Swanson Com- 
pany, Evansville, Ind., says: “Electrical 
Merchandise is the best electrical trade 
paper that we take.” 















































































































Doubling-up Trouble 


A Case of Service and System in a 
Head-on Collision 


By L. J. Wituoire 


S a good lighting company, our 
A religion of business is summed up in 
the oft-repeated maxim, “Service first.” 
In promulgating this religion, we have 
spent some money and a lot of time. 

When we catch any individual or any 
department “backsliding” in the organi- 
zation, we immediately hold a_ revival 
meeting and Billy-Sunday things up. 
At these meetings we have worked out 
many systems. Some of them have been 
good to look upon, but mighty hard to 
work with. Others have not been quite 
so good to look upon, but a little easier 
to work with. Besides inaugurating our 
own original systems, we have never 
hesitated to graft other peoples’ ideas on 
to our own business. 

Like all other systems, those hatched 
in the “Service first” incubator will now 
and then go wrong in spite of the best 
precautions. For example, we have a 
good system for the handling of com- 
plaints on high bills. We know that it 
is a good system because it has been 
working well for a year or two. Yet, 
recently, it went wrong with a “low- 
pressure” customer, and we are still 
trying to explain to her why she ought to 
reconsider her order to have her meter 
and lamps taken out. 

This woman called up the contract 
department and told the manager that 
she was tired of having visitors from the 
electric-light company every day in the 
week, because her mother was sick and 
she didn’t have time to entertain our 
polite representatives. She said that 
she would rather burn kerosene, particu- 
larly as our men called any time they 
pleased and upon mysterious missions. 

She was also convinced that the meter 
was out of order, else it would not need 
such constant attention as had _ been 
devoted to hers during the past week. 
And she added, that if the visiting kept 
up much longer, she would have to buy 
a new rug for the front hall, and hire a 
girl to answer the door-bell, all of which 
she said, in view of the fact that her 
husband had joined the ranks of the 
unemployed, she couldn’t afford to do. 
We proinised to make an immediate 
investigation, and did so, with the follow- 
ing results. 

The installation department employs a 
man to go the rounds and check up 
customers’ equipment so as to ascertain 
whether primary charges are being pro- 
perly based. Such a procedure is neces- 
sary for companies which base their 
primary charges on the connected load. 
In the course of his duties, this man 
called on the woman, counted her lamps, 
asked her if she was using an iron, and 
jotted down her answers upon a formida- 
ble-looking report-sheet. 

This well-intentioned performance evi- 
dently incited the woman to investi- 
gate the cost of things electrical, for, 
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A Slogan 
That Tells the Truth 





To Electrical Manufacturers: 


Toledo is one of the best industrial 
cities in America. Establish your branch 
factory, district sales office or mid-west 
distributing warehouse here, and we will 
co-operate with you in every possible 
way. Transportation, power, labor and 
living conditions in Toledo are practi- 
cally ideal. Write to us or to The To- 
ledo Commerce Club for information. 








THE TOLEDO RAILWAYS & LIGHT CO. 


TOLEDO, OHIO 
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The Iron That 
Carries Its Own Light 
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ELECTRIC IRON 








A new feature that will take a woman 
just about a second to see and appreciate 
and want. 


The “Hedlite” gives proper illumination 
on the ironing board and serves as a safety 
signal to show whether the current is 


“ce LP] 


on . 


THE HEDLITE ELECTRIC IRON 


“Safety First—Uttlity Always’ 


is the conclusive argument for inducing the 
housekeeper to adopt now the labor-saving 
method of ironing. 


Let it increase your sales this summer. 

Lamp is a standard 6-volt 4-candlepower, round-bulb Mazda, 
which, on account of its close proximity to the ironing board, 
gives better light than could be obtained from several large 
lamps over head. Current required by iron and lamp, 500 


watts. 


Tilting or non-tilting type. (Guaranteed for five years. 


Write today for special introductory offer. 


Pittsburgh Electric Specialties Co., 
Pittsburgh, Pa. 
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according to the records, she registered 
a complaint about her bill on the very 
day following the installation depart- 
ment man’s visit. Under the presump- 
tion that the primary charges were open 
to question, the installation department 
was ordered to recount installation in 
order to adjust the rating, if found in- 
correct, or to make proper recommenda- 
tions for a change in equipment if found 
inefficient. 

The lamps were counted, their sizes 
noted, and their location in the house 
recorded by a different man than who had 
called on the day before. He found 
everything O. K. A re-read order was 
next passed on to the meter department, 
and, on the third day, the meter reader 
called. He told the woman that maybe 
something was wrong, and re-read her 
meter. Thus her hall rug and her con- 
fidence in electric-light companies were 
further depreciated. The re-read slip 
showed that the previous reading had 
heen correct—yet much larger than any 
she previously had received. 

A meter test was now decided upon 
and the necessary instructions issued to 
the meter department. And so, on the 
fourth day, a new visitor arrived at the 
woman’s front door, walked on her front- 
hall rug and took out the meter. On the 
fifth day, still another man called and 
re-installed the meter. He was just as 
courteous as all the others who had 
preceded him, yet his visit meant, from 
her point of view, more dents in the front- 
hall rug, and increased the mystery of 
things electric. Meanwhile, the test 
report showed that both the meter and 
the bill had been O. K. 

On the sixth day, the company’s dis- 
trict salesman called upon the woman to 
report the outcome of the investigation. 
He left her in fairly good humor. On the 
seventh day her front-hall rug was given 
a rest, but the eighth day chanced to be 
the regular reading day. The visit of 
the meter reader confirmed the woman 
in her rapidly accelerating belief that 
something was wrong, and that electric- 
light companies are engaged in a pretty 
mysterious sort of business. 

On the morning of the ninth day, while 
the contract agent was discussing her 
case with the woman over the telephone, 
the nicely adjusted office routine ground 
out a neat little form letter to her which 
read: 

‘Dear Madam:—We were pleased to notice 
this morning that the result of our investigation 
of your report concerning charges for electric 
service, as explained to you by our representative 
Saturday, met with your approval, and wish to 
take this opportunity to request that you 
consider our organization at your service at 
any time we may be of further assistance to you. 

**Yours very truly,” 


The contract agent called on her just 
thirty minutes after the letter had 
reached her, and finally half persuaded 
her to stay with the company a little 
longer. She was found, yet lost. Now 
comes the question: how can you stop 
this sort of thing without starting some- 
thing worse? 
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When in New York P : 

do not fail to visit the 201 st Street Generating Station and ; 

the Sub-stations of The United Electric Light and Power Com- w 
pany. Passes and competent guides may be obtained upon ; 

application to the General Offices of the Company. | 7 
With our increased generating and transforming facilities and ) 


the material decrease in rates effective May Ist, 1915, the 
Company can now supply every requirement for A/ternating 
Current, single and two-phase, throughout the Borough of | tl 
Manhattan, City of New York. 


THE UNITED ELECTRIC LIGHT 
: AND POWER COMPANY 





GENERAL OFFICES BRANCH OFFICE AND SHOWROOM 
130 East 15th Street, New York 138 Hamilton Place, New York 
Telephone: 4980 Stuyvesant Telephone: 4000 Audubon 


NOTE: After July Ist, the Branch Office of the Company will be located at the n.w. corner of Broadway and 146th Street 
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Liberal Appliance Offer of Brooklyn Edison Company Results in Over 
Three Hundred Leads being Sent in by Company Customers 


URING the month of April, the 

Edison Electric Illuminating Com- 
pany of Brooklyn conducted a _house- 
wiring campaign, based on the idea of 
the personal recommendation, which 
resulted in the closing of twenty-eight 
house-wiring contracts, and in the de- 
velopment of twenty-seven additional 
leads, the majority of which will probably 
he closed in the near future. Increased 
customer good will was a less tangible, 
but equally important result. 

What the Edison Company was after 
was the names of unwired neighbors of 
already-wired customers. And every 
customer who sent in the name of a 
neighbor who could be sold by a company 
solicitor, was given free choice of any 
$4.00 electric appliance in the Edison 
Shop. The offer was brought to the 
attention of the company’s customers 
by means of a folder sent with return 
post card through the mails, and by news- 
paper and theater-program advertising. 

Unity of purpose was maintained in 
this advertising through the use of the 
striking and suggestive headline, ‘Your 
Neighbor’s Name,” and the same attrac- 
tive cut of a young woman using electrical 
things at the breakfast table, appeared 
in practically all matter used during the 
campaign. Here is a good example of 
the kind of appeal that was made: 

“Have you a neighbor who might be 
interested in the comforts and conven- 
ie nices of electric-lighting service? 

“If you have, and you are a customer 
of the Brooklyn Edison Company, we 
would appreciate your sending his name. 

“Should he agree, during April, to wire 


BROOKLYN TIMES. 





his home on the new Edison easy payment 
plan, we will forward to you a $4.00 elec- 
tric appliance free. 

“With but little effort you may obtain, 
without cost, an electric iron, toaster, 
grill, or reading lamp. All you need do 
send us the names of one or more of your 
acquaintances. We do all the soliciting 
and your name will not be used without 
permission. Of course, if you wish to 

call on your neighbors and explain the 
many good features of electric service in 
the home, we shall be glad to send you a 
generous package of well-illustrated liter- 
ature. 

“You may obtain detailed information 
on this wiring offer by telephoning or 
writing our sales department.” 

This advertising “pulled” to a much 
greater degree than the actual business 
secured would seem to indicate. 318 
leads were secured during the month, 
137 of which, unfortunately, were off the 
company’s lines. Awards of forty-one 
$4.00 appliances were made both to those 
who furnished leads which resulted in 
business, and to those who signed house- 
wiring contracts. A pleasant letter was 
sent with each appliance, in order to 
strengthen the favorable impression and 
to pave the way for future appliance 
business. 

To sum up the results of the campaign 
in the words of T. I. Jones, general sales 
agent of the Brooklyn central station: 

“The expense of this campaign was 
comparatively small. The novelty of 
it attracted considerable attention, and 
the results, while not heavy, were satis- 
factory.” 
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Edison Easy Payment Plan, we will forward to YOU 
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Examples of the advertising that brought 318 responses in a single month 
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A Small Town—but Big Business 
The Iowa Gas & Electric Company 
of Washington, Iowa, recently completed 
a house-wiring campaign in which 100 
old houses were wired for electricity 
within four months. These figures are 
doubly notable because the company had 
less than 300 prospects to work on at the 
beginning of the campaign, and because 
among those available were a_ large 
number of rented houses. The popula- 

tion of Washington is less than 4400. 


R. W. Rollins, Gen. Mer., The Hart- 
ford Electric Light Co., Hartford, Conn.: 
“Our solicitors receive a great deal of 
valuable and useful information from 
Electrical Merchandise.” 
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Western Electric 


. 1915 FAN CAMPAIGN 
Qa ip IS READY FOR YOU 


| Its up to the minute, bristling <a 


a ssa new line of Sales Helps. 
Write to our nearest house for your 


copy of folder “SELLING FANS” 
it tells you all about the al | 


—— — me Bie. 























Westerss Electrie , 


Manufacturers of the 8,000,000 “Bell” Telephones 
New York Chicago Kansas City San Francisco Montreal 
Buffalo schmon: Milwaukee Omaha Oakland Toronto 
Philadelphia Indianapolis Oklahoma City Los Angeles Winnipeg 
Boston Denver Salt Lake City Calgary 
Pittsburgh Min — Seattle Vancouver 


Cleveland uis Portland Edmonton 
Johannesburg Sidney st said rg Vienna Buenos Ayres Tokyo 


’ EQUIPMENT FOR EVERY ELECTRICAL NEED 
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VARIETY IN MERCHANDISING 


The average central-station commercial 
man knows how to sell only about six 
appliances. The iron, toaster, percolator, 
portable lamp, suction sweeper and fan 
stock in In one large 
department where almost $150,000 worth 


are his trade. 
of merchandise will be sold this year, not 
an employee knows how to sell a washing 
machine. In another department, six 
massage vibrators lay in stock over a 
year because nobody knew how they 
should be presented to prospective buyers. 

The old theory of selling only devices 
which consume much current is dying 
out. And with it is dying out the idea 
that current consumers return sufficient 
income when in service to make it desir- 
able to sell them on a no-profit basis. 
We are, today, merchandising appliances 
with the ide: 


the satisfaction of the customer should 


that both the service and 
he complete. An iron or a toaster con- 
suming six to ten kilowatt-hours per 
month is desirable from the station stand- 
point, but the suction sweeper that uses 
only a kilowatt-hour a month means even 
more satisfaction to the customer. <A 
seamstress will install service in order that 
she may have a sewing-machine motor. 
A laundress will install service simply 
to run her washing machine. A massage 
vibrator has been the determining factor 
in more than one service application. 
We should 


appliance merchandising: one is, that 


learn two things about 


every electrical device has collateral, if 


ELECTRICAL MERCHANDISE 


not direct, influence in rounding out the 
load and making for satisfactory and 
complete service; and the other is, that 
the the 
largest margins of merchandising profit. 


less-common appliances pay 
A bell-ringing transformer does not affect 
the but it the 


customer an annoyance and pays 200 


station output, 


saves 
per cent merchandising profit. A vibra- 
tor will perhaps not consume thirty cents 
worth of electricity ina year, but it makes 
electric service indispensable to a vain 
woman and will pay more merchandising 
the 
profit upon ten cottages. 


profit: than combined annual net 

There are many hundreds of appliances, 
some good current consumers and others 
hardly to be classed as current consumers 
at all, which make for satisfaction to the 
customer and merchandising profit to 
the company. New-business men should 
be familiar with all of them, competent 
to sell all of them, for much of the future 
prosperity of the industry depends upon 
the completeness with which the Ameri- 
can household is electrically equipped. 


THE JITNEY—AN OPPORTUNITY 

The jitney bus offers to central-station 
men an opportunity to discuss, without 
fear of being misunderstood or accused 
of self-interest, a very fundamental 
fact regarding public service which it is 
mighty important that every community 
should realize. 

The underlying idea of the jitney 
whether it is a jitney bus competing with 
a street-car system, or a jitney municipal- 
lighting plant or a jitney electric-block 
plant 


the underlying idea is to “get 
even with” the established utility which 
operates under monopolistic franchise. 
There is no indication that the jitney 
corrects or aims to correct any unsatis- 
the established 
service of which the public, rightly or 
The 


movement is simply a raid upon the 


factory condition — of 


wrongly, may complain. jitney 
income of the enfranchised utility. It 
aims simply to skim the cream of the 
profitable business and to compel the 
established utility to take care of that 
which is unprofitable. 

Now that is the fact which the public 
does not know, the fact which we now 


All utili- 


ties do and must accept business upon 


have an opportunity to state. 


which there is little profit—business upon 


And the 


reason they can accept such losing busi- 


which there is no profit at all. 


ness is because they are able to strike 
an average between good business and 


bad. 


Take away the good business and 
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losses business must in- 


the 
evitably lead to bankrupcy. 


on poor 
The jitney bus exemplifies this fact 
clearly. You will not find jitneys on 


You find 


them running on schedules which insure 


unprofitable routes. will not 


loss. But the company with a franchise 
runs many routes which never pay, and 
many cars the fares in which would not 
buy the sand that is spilled on the rails. 

Let the public understand this basic 
idea—and its consequences—and there 
will be fewer jitney raids in every division 


of the utility business. 


DOG-DAY OPPORTUNITIES 
A few vears ago it was a trade custom, 
in the electrical industry, to practically 
quit work on the first of June for a three- 
“dull This 


had its rise in the fact that originally the 


month’s season.” custom 
electrical business was a lighting business. 
But the 


changed. season 


times and 
The “dull 


to the forehanded electrical 


business have 
comes as 
before, but 
man this dullness spells opportunity, 
for it enables him to accomplish many 
things which 


desirable are impossible 


when business is brisk. 


Industrial lighting is an example. 
Factories, warehouses and foundries 


can only be approached with lighting 
propositions when business is slack and 
time to consider next 


executives have 


season’s efficiencies. They have no 
patience or time when the rush is on, nor 
will they interrupt their operatives. 

A careful canvass of the situation this 
month will reveal many an opening for 
the load, 


load factor, and aiding power customers 


increasing station bettering 
to gain greater efficiency and economy 


through better industrial lighting. 


BATTERIES AS MERCHANDISE 

In the new retail shop of the Common- 
wealth Edison Company, they intend to 
sell everything electrical—including flash- 
lights and other battery supplies. 

“But” says Mr. Shortsight, “such junk 
consumes no current.” 

That was what the same man said about 
washing machines and suction sweepers. 
Yet those who can see past the immediate 
that a 
pretends to sell everything electrical can 


dollar now realize store which 
not stop short at the desirable current- 
consuming appliances any more than the 
plant can stop short with the 40 per cent 
load-factor customer. The words “‘elec- 
tric service” and “electrical merchandise” 
are not to be defined entirely by the 


instruments on the switchboard. 
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iment 


the electrical industry of this 
country upon the conception 
and plan of the coming 


San Francisco Convention 


of 
National Electric Light 
Association 
HE occasion, the thirty-eighth of its kind, is 
to take place under conditions peculiarly 
auspicious. That the most may result both for 


the Association and the industry as a whole is the 
heartv wish of 


The Nev York Edison Company 
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Lighting Service—Not Just Lamps 

The lamp manufacturers emphasize 
to a considerable degree in their adver- 
tising, the idea that it is their business 
to sell illuminating engineering as much 
as to sell lamps. The central-station 
lamp departments have not advertised 
this feature of lighting service quite so 
conspicuously. However, during the past 
twelve months, the Cleveland Electric 
Illuminating Company has been doing 
interesting work in this direction. In 
its electric signs and window displays, 
as well as upon numerous illuminated 
billboards, located in the business section 
of the city, it has been playing up the 
legend: “Not merely electric light but 
also illuminating service. There is a 
difference.” Mathias E. Turner, con- 
tract agent for the lighting company, is 
sponsor for the idea. 

Locating Salesmen 

A plan which is largely used by mer- 
cantile houses employing several city 
salesmen is the “daily whereabouts’’ 
memorandum herewith illustrated. 


DAILY WHEREABOUTS 


191 











Expect to return to Office M. 





(Signed) tte ttm 











These memos are filled out whenever 
the salesman leaves the office, and are 
left with a clerk or with the telephone 
operator. It is then easy to locate an 
outside man by phone within a short 
time. Thus is avoided a source of con- 
siderable irritation, for’ it frequently 
happens that a customer will call for 
the salesman who is familiar with the 
details of a certain proposition and such 
a customer is annoyed through the in- 
ability of the office to give any further 
information than that “Mr. Jones is 
out: we don’t know where he went, nor 
when he will return.” 
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Astronomical Instruments 
Automobiles 


Automobile parts Hardware 


Drop Forgings 
Dry Batteries 
Electric Carbons 


Paper Boxes 


Chief among these are: 


CENTRAL LOCATION: 


manufacturer. 


United States and Canada. 


sources at low cost of transportation. 


COMPREHENSIVE TRANSPORTATION: 


railroads. 
because of water competition. 


GOOD LABOR SUPPLY: 


factor in the labor situation. 


CHEAP POWER: 


than they now have. 





Cleveland’s Unique Industrial Position and 
Manufacturing Advantages 


In ten years, between census of 1900 and of 1910, Cleveland’s factory output more than 
doubled. Inthe thirty-three following lines of manufacture it either leads the entire world or takes high rank: 


Electric Lamps 
Electric welding 


Bolts and Nuts Hoisting Machinery Stoves 
Carriage Hardware lron and Steel Tacks 
Castings Knit Goods Tools 
Chemicals Machinery Wire 
Cigars Metal Stampings Wire Nails 


Oils, Paints and Varnishes 


Printing and Publishing 


This is the natural, inevitable result of fundamental conditions which favor the Cleveland 


Within five hundred miles of Cleveland is more than one-half the total population of the 
Cleveland is within one night’s ride of the Atlantic Seaboard and the 
Mississippi River, and is on the principal travel highway between New York and Chicago. 
copper, stone, lumber, hides, wool, oils and other raw material, are brought to Cleveland from nearby 


All the Eastern trunk lines of the United States enter Cleveland, including nine different 
Transportation costs to principal markets are light, because of the City’s central location and 
By boat, Cleveland has practically EXPRESS service at freight rates to 
the principal ports of the Great Lakes, during eight months of the year. 


For many years the City has had an excellent supply of high grade labor, at all times. 
Fewer serious labor troubles have occurred here than in any other large manufacturing center. The 
great diversity of Cleveland industries and the unusually attractive living conditions are a very favorable 


Cleveland’s proximity to immense coal fields of high quality means cheap steam coal. 
Natural gas, piped from West Virginia, is sold at a very low price for industrial uses. 
low fuel costs, electric power from Central Station is still more economical. 
so attractive that even the largest users prefer to buy “Illuminating” service to making their own power. 


Correspondence is invited with manufacturers desiring a better location, 
better transportation facilities, better labor conditions, and cheaper power, 


Address Cleveland Chamber of Commerce or 
The Cleveland Electric Illuminating Company 


“Not merely electric power, but also ‘Illuminating’ service.” 


THERE IS A DIFFERENCE 


Screws 
Sheet Metals 
Shipbuilding 


Wire Fences 
Wire Springs 
Women’s Outer Garments 


| ron ore, 


Even with these 
Electric power rates are 








A ‘‘Made-in-Brockton” Window 
During a recent ‘“Made-in-Brockton 
Trade-in-Brockton” week in which many 
manufacturers cooperated in loaning ex- 
hibits, and many merchants in loaning 
free window space for their display, the 
Edison Electric Illuminating Company 
gave over its window to the W. L. Douglas 
Shoe Company. The result was a strik- 
ing demonstration of treeing, ironing 
and creasing of shoes by a treeing machine 
both driven and heated by electricity 
furnished by the central station. The 
Edison Company made arrangements 


with the shoe company to furnish shoes 
“ach day so that the operator merely 
his ordinary 


transferred week’s work 





from the shop to the central-station 
window. The exhibit was one of the 
most popular of ‘Made-in-Brockton” 
week, and was well advertised by the 
local newspapers. 


Central-station Windows for 
Youngstown Goods 


The Youngstown Consolidated Gas & 
Electric Company, during the past year, 
has been pursuing the broad-gauge policy 
of giving up its display windows to 
various of its power customers for a 
week’s exhibit of “‘*made-in-Youngstown”’ 
products. Shoe manufacturers, candy 
manufacturers, and a great many others 
have availed themselves of the oppor- 
tunity, and some say that they have been 
able to trace orders from these window 
displays, since the local public has taken 
keen interest in the various exhibits. 
C. E. Yacoll, of the central-station com- 
mercial department, points out that the 
idea has worked both ways: it has awak- 
ened the people of Youngstown to the 
wide variety of Youngstown-made_ pro- 
ducts; and it has also demonstrated to 
what an extensive range of uses motor 
drive can be applied. 
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Heating Element 


THE “VEA” HEATING ELEMENT 


(It represents indestructibility ) 











IQA 





Actual size 42” x 18" 


A Heating Element used in clothes-pressing machines, which takes 
2700 to 3000 Watts to operate. This is only one illustration of the hundreds 
of steam and gas appliances that can be electrically heated by means of the 
method and insulation as portrayed above. 


SOMETHING WORTH WHILE 


This is a view of the wiring and insulation of the 
‘“VEA” heating element used in our electric irons. It 
should be on your line because it will reduce the cost 
of the repair department, assure the continuous use of 
the iron and develop a class of satisfied consumers to 
boost the electric-appliance game. 


HANA 





If anyone has decided to eliminate the customary 
electric-iron campaign this year because of previous 
unsatisfactory results, heavy expense, ete., write us and 
hear our proposition. It is a live one and will sound 
good to anyone. 





The Dover Manufacturing Co. 
Canal Dover, Ohio, U.S. A. 





Heating Element 
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Body Blow for Municipal Plants 
TTNHE city council of Geneseo, Il., 

recently appointed a committee 
o investigate fifty-five middle western 
municipal-lighting plants. According to 
the Geneseo Republic, the: majority of 
the committee were pledged beforehand 
to the municipal-plant idea and entered 
upon their investigations confident that 
they would find ample facts to support 
their belief. Here are just a few of the 
facts they ascertained :— 

Less than one-ninth of the plants pay 
according to their own reports. The 
lack of intelligent bookkeeping is pain- 
fully evident, charges for interest on 
invested capital and for depreciation 
being vital factors in any estimate of 
success. 

The charges for depreciation vary from 
2 to 20 per cent. 

No electric-power plant can succeed 
at ordinary rates without a reasonable 
day load. At Newton, Iowa, the day 
load is twice the night load. 

Worthington, Minn., claims to pay, 
but from its own statement falls behind 
$6,600 per year. 

From the investigation, it is evident 
that the methods of bookkeeping of the 
various cities are such as to make any 
intelligent report impossible. From the 
information given, it is impossible to 
say whether municipal plants pay or not. 
It is quite clear that the managers of 
these plants do not, themselves, know 
whether their plants are profitable in- 
vestments. 


Sandusky’s New White Way 
ANDUSKY, Ohio, has just cele- 
brated the opening of its new White 
Way. Upwards of ten thousand people 
turned out to see the new lights turned 
on for the first time—the turning on 
being done by Mayor Jacob Dietz, 
following a brief speech of presentation by 
Major C. B. Wilcox, managing director 
of the Sandusky Gas & Electric Company. 
This was followed by a parade through 
the white-way district in which the 
National Guard, Boy Scouts, city police 
and fire departments, Sandusky Ad. 
Club, Newsboys’ Association and other 
civic organizations participated. After 
the parade was a band concert and some 
speeches and the evening’s festivities 
wound up with a banquet at the Hotel 
Rieger, at which the principal speaker 

was Congressman A. W. Overmyer. 
The Sandusky White Way covers 
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New York 
Trinity Building 


H. M. Byllesby & Company 


| ENGINEERS and MANAGERS 
| Chicago 


Continental and Commercial Bank Building 


Tacoma, 
Washington 





Purchase, Finance, Design, Construct and Operate Electric 
Light, Gas, Street Railway and Water 
Power Properties. 





Examinations and Reports 





Utility Securities 





Bought and Sold 








fourteen city blocks, comprising the main 


business section, and consists of 380 
type C tungsten lamps of 250 ep. each, 


mounted on 190 ornamental standards, 
spaced approximately 50 feet apart. 
The result is an evenly and _ brilliantly 
lighted district. 

In addition to the new ornamental 
lighting, the utility company is installing 
a complete system using 920 additional 
type C lamps of 60 cp. and 100 ep. each. 
The plans call for at least one lamp on 
each street corner in the city and from 
one to three lamps between corners, so 
that every street will be well lighted over 
its entire length. 





R. H. Stephenson, New-business De- 
partment, Menominee and Marinette 
Light & Traction Company, says: “‘I 
receive Electrical Merchandise monthly 
and am glad to get it. I read every page 
of it and think that it is a great 
paper for anybody in the electric-selling 
game.” 


Electric Charity 

H. M. Byllesby & Company will loan 
electric fans as usual this summer to 
invalids whose circumstances are such 
that they cannot afford this hot-weather 
comfort. Electric toasters will also be 
loaned to invalids in all cases where the 
attending physician certifies that the 
patient cannot pay for such service. 
As the reason for offering this additional 
service, the company points out that 
toast is a necessary article of diet for 
nearly all invalids, and that it is difficult 
to prepare wholesome and appetizing 
toast with ordinary cooking facilities. 
The Byllesby properties have been main- 
taining this free service for needy invalids 
since 1910. In many such charity cases, 
temporary service connections and in- 
terior wiring are installed without 
charge. 
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Today the Frantz Premier Electric Cleaner occupies the dominating position tal 

in its field. You see them in homes from coast to coast—in every city and itn, = 

village. Less than five years ago the first oe wie 
Frantsp an’) ants D-omier | 

C] 

was built in a small, poorly equipped shop. Today, we are bu'lding them bv the thousands in the most modern and mi 

completely equipped factory devoted to the exc'usive production of electric cleaners. That is a big jump in five years! pa 

But it was a long, hard fight to get there. Last year we sold over 50,000 of these dependable little dirt devourers. of 

This year we will make and sell 100,000. | m; 

cit 

Here’s the Reason for this Wonderful Success da 

ga 

We build electric cleaneis that stand the test—it’s the cleaner the housewife finds most suited to her needs, and by long fu 

odds the most easily operated. We have won the confidence of the housewife thru sheer merit. They can’t be fooled CO 

on electric cleaners. You know that. ca 

We employ trained experts in every department. We have engineers who know how to build durable and dependable ne 

motors. We have laboratory experts who are constantly seeking and striving for further perfection and greater efh- fir 

ciency in our output. ur 

Si 

We Have Tried to Get the Viewpoint of Central Station Men ) E 

i 

We have studied the selling problem from every angle, both as it affects the dealer and the consumer. We have elim- lif 

inated all guesswork from our calculations. tw 


Yet, in spite of all the expensive research and the experimenting to produce a constantly improved machine, the price 
of the Frantz Premier has been reduced until today it’s within the reach of every home. Our huge production saves 
us In costs, and we, in turn, give this saving to our dealers and consumers. 
Every part of the Frantz Premier is made in our own factories—from aluminum castings to motors. Every part is made 
by experts and thoioughly tested before assembling. 
Every Frantz Premier goes out perfect in each detail. It is as near ‘foolproof’ as it can be made. It doesn’t develop 
trouble, but if, thru mishap, it should, there is a definite Frantz Premier service that we can and do give, that backs 
up every cleaner. 
Lhen, on top of all this, the Frantz Premier Electric Cleaner has been the most aggressively advertised cleaner ever 
placed upon the market. We use large space in the best magazines and we constantly supply our dealers with all sorts 
of trade helps. It’s the cleaner not only of today; but it’s the cleaner with the big future. It’s the cleaner that sells 
easily and shows a permanent profit. 

We want you to investigate it, because we know that tf you will give tt your attention, 

it’s the cleaner you will use as the foundation of your household spectalty department. 


THE FRANTZ PREMIER CO., Cleveland, O., U.S.A. 


Branches and Distributors in all Important Cities 


CO 
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A Letter that ‘‘Pulled’”’ 


rQhHE following letter, signed by Clare 

N. Stannard, commercial manager, 
and sent out to all prospects, resulted in 
a large number of sales during the recent 
“Spring-Cleaning” vacuum sweeper cam- 
paign of Denver Gas & Electric Light 
Co 

“Our vacuum cleaner brigade have 
shouldered their vacuum cleaners and 
will be on the job until every home in 
Denver is spick and span. 

“Next week is Clean-up and Paint-up 
Week and we mean to see that every 
family in Denver is given an opportunity 
to try our cleaners. 

“The countersign of our Red Cross 
men is “Clean-up and Paint-up.”. When 
they come to your door and give you this 
countersign, please admit them. They 
will show you how easy it is to clean the 
carpets and upholstery. In fact, these 
cleaners are nearly human in their opera- 
tion. They make your home fairly 
shine and they put disease germs where 
they will do no harm. 

“A vacuum cleaner is the best health 
insurance. Celebrate clean-up week by 
taking out this kind of insurance.” 

On the special letterhead was portrayed 
a Red Cross army on the march, and with 
each soldier carrying an electric cleaner. 


Here’s the Gay Life 

The corner of Madison & Clark Streets, 
Chicago, is veritably the tired business- 
man’s corner by night. As the accom- 
panying picture will show, it is a Mecca 
of flashing sign displays, which beckon 
man to the gay night light of the big 
city. Pass through this section after 
dark, and you will see an electric pool 
game and an electric bowling game in 
full operation. You will see whizzing 
cog-wheels and darting arrows over gay 
cafes, and you will note all manner of 
novel spectacular effects such as electric 
fireworks, twinkling borders, flames and 
unique flashing letters. The Federal 
Sign System (Electric) and the Reynolds 
Electric Company, both of Chicago, are 
the powers behind the brilliant electric 
life of this alluring corner. There are 
twelve Reco flashers, and 8,000 Reco 
color hoods in operation here. 
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New England Contractors Show Get- 
together Spirit 


HERE hasbeena steady improvement 

in the relations between the central 
station and the contractor in the electrical 
industry. But when a body of contrac- 
tors come to the front in a movement 
through which they are going to try and 
find out what they can do to help the 
central station, it is a pretty sure sign 
that we are entering upon a new era of 
cooperation. 

That there is a well-defined movement 
of this nature afoot was revealed at the 
recent get-together meeting of the elec- 
trical interests of New England at the 
American House, Boston. The meeting 
was held under the joint auspices of the 
New England Section, N. E. L. A., and 
the Massachusetts Electrical Contractors’ 
Association, and more than 100 were 
present. For several months past, the 
central-station committee, consisting of 
W. L. Milligan, Springfield; F. H. Smith, 
Worcester; A. C. Gray, L. D. Gibbs, 
William Gould, Boston; C. R. Hayes, 
Fitchburg; has been conferring with a 
contractors’ committee with such effect 
that Mr. Gibbs was able to point out 
that the New England contractors had 
shattered the old tradition that it must 
always be a case of the central station’s 
helping the contractor. 

He showed that they were really 
striving to find out what they could do to 
help the central station. He also sug- 
gested the following practical ways in 
which contractors could cooperate: 


The contractor should understand the 
lighting company’s methods and be in 
sympathy with its policies; he should 
take the first step in standardized co- 
operation by working along the lines 
approved by the central station. 

The contractor should not only agree 
to this policy and follow it; he should 
talk about it. Again, the committees 
appointed to work jointly for standardized 
cooperation might well lay out a scheme 
for cooperative effort, taking one subject 
each month, and every man agreeing to 
talk favorably on that subject. Printed 


matter could be sent throughout the two 
organizations each month explaining the 
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matter under consideration and pointing 
out ways in which it could be brought 
definitely to the people’s minds. A 
typical subject of this character would 
cover some policy which was common to 
all companies, such as the requiring of 
deposits, applications by telephone, or 
the handling of the volume of discon- 
tinuances and new connections on May 
moving day. 

The contractor could also cooperate 
by stimulating the sale of appliances. 








Every Business 
Executive 


should attend the 1915 
Convention of the Asso- 
ciated Advertising Clubs 
of the World at Chicago, 
June 20th to 24th 


This is not a convention for 
advertising managers only. It 
will particularly benefit those 
who are up to their elbows in 
business administration and who 
control the direction of the sales 
force. 


Presidents, General Managers, 
Sales Managers, all should be and 
many will be there. 


Join them. Get the ideas of 
the big men in business. Listen 
to the addresses on business 
topics by distinguished men. 
Participate in the sessions and 
discussions. 


For further information, Pro- 
gramme, Rates, etc., address 
Convention Bureau, Advertis- 
| ing Building, Chicago, IIl., or 
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17 Madison Avenue 
New York 
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Walker Model L Two-ton Lineman’s Truck with Compartment Body 


Mr. Central-station Manager: 


DO YOU realize that ELECTRIC VEHICLES now produce MIL- 
LIONS of dollars income annually to CENTRAL STATIONS during 
OFF-PEAK load periods? 


ARE YOU responsible for your LOSS OF INCOME because your 
company does not BOOST ELECTRIC VEHICLES by using them 
and practice what you preach to your customers? 


MANY LARGE AND SMALL CENTRAL-STATION COMPANIES 
NOW EARN A GOOD PERCENTAGE OF THEIR DIVIDENDS 
FROM OFF-PEAK VEHICLE-CHARGING REVENUE. 


WE know HOW they do it and will tell YOU if you just ask us. 
We will also co-operate with you. 


WRITE NOW TO 


Walker Vehicle Company 


(M’F’RS OF ELECTRIC TRUCKS AND PLEASURE CARS) 


Thirty-Ninth and Wallace Streets Chicago 


522 
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A Sacred Boost 

[t is easy to see that if one of the ap- 
pliance salesmen of the electric company 
had been a member of the St. Paul’s 
Church of Hoboken, at the time that the 
newspaper announcement reproduced be- 
low appeared, he could have built up 
quite a fan business among the other 


-—ST. PAUL'S CHURCH 


(EQUIPPED WITH ELECTRIC FANS) 
Hudson Street, Between Eighth and Ninth Streets, Hoboken 
WALDO ADAMS AMOS, Rector. 
SUNDAY, MAY 2, 1915—AT 8:00 P. M. 


HYMN SINGING SERVICE AND ADDRESS—HENRY SYDNOR HARRISON'S 











NEW NOVEL, 
“Angela's Business'--Its Social Significance’ 
—ALL SEATS FREE— 
churches. The rector of St. Paul’s was 


sufficiently alive to the modern trend to 
realize that service in a cool church is 
much more popular than one held in a 
hot, stuffy church. Hence, the fact that 
St. Paul’s is equipped with electric fans 
is given a prominent place in the an- 
nouncement. F. W. Schmidt, division 
agent for the Public Service Electric 
Company, believes that little boosts like 
this help him in his business. 


Thirty-day Drive at Columbus 

The Columbus (O.) Railway, Power & 
Light Company recently conducted a 
30-day special appliance campaign which 
W. A. Wolls, manager of the new- 
business department, reports was a 
decided success. During the sale, an 
ironing board was given away with each 
electric iron sold; an iron, or choice of 
percolator or toaster, with each electric 
cleaner; an iron or ironing board, or 
percolator, or toaster, with each electric 


washing-machine; an iron, or toaster, 
or percolator with each house-wiring 
contract. An arrangement was made 


with the local dealers and contractors 
whereby the sale was made cooperative, 
the premiums being given out no matter 
where the purchase was made. The 
various offers which featured the sale 
were brought to the attention of the 
public through half-page advertisements 
in the newspapers. 


Twenty-one Hundred Customers a Year 

The Denver Gas & Electric Light Com- 
pany recently gave a luncheon, cooked 
entirely by electricity, to members of the 
Denver Ad Club. In the preparation of 
the elaborate menu, 110 electric appli- 
ances were connected by means of over 
700 feet of cable. Frank W. Frueauff, 
of Henry L. Doherty & Company, spoke 
on “How Advertising Helps to Market 
Gas and Electric Products.” 

Mr. Frueauff based his talk on what 
advertising has done for the Denver 
central station. He told how the com- 
pany in 1900 had only 4,500 customers 
and was confronted by serious competi- 
tion; then Mr. Doherty came to Denver 
and achieved such results that the com- 
pany now serves over 36,000 customers. 
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Part of this large increase is, of course, 
due to growth in population, but in much 
greater measure it is due to proper adver- 
tising and sales methods. 


Rockford Spring Demonstration 

The Rockford (Ill.) Electric Company 
recently conducted a House Electric, in 
which the lamps, fixtures and household 
appliances were displayed in their natural 
home settings. No effort was made to 
sell goods or even to compile a list of 
prospects, the idea being simply to offer 
an educational exhibit. Extensive news- 
paper advertising was a valuable adjunct 
of the demonstration. 

The exhibition was held in a new house 
on the principal residential street, and 
the house, together with all furnishings 
and equipment, was sold before the close 
of the demonstration. 


Installing Motors on Trial 

. D. PARKER & Company of Boston 

has been trying the experiment of 
leasing motor installations to prospects 
on a_ tria! One of the Parker 
properties has placed, during the past 18 
months, 24 of these trial installations 
with a total rating of 1002 hp. The 
amount invested was $21,233, including 
motors, starting apparatus, wiring, and 
such shafting and belting as were re- 
quired to make the installations in each 
case suitable for the work in hand. The 
total yearly revenue from energy sold 
to these motor installations is $19,146. 
All of the apparatus was supplied by the 
central station, the customers paying 15 
per cent of the first cost, with the motors 
at list price, as rental. Seven of the 
customers have now paid back $5,997, 
leaving a balance of $15,236, on which 
the company is receiving 15 per cent 
interest, subject to reductions in the 
principal as the customers decide to 
purchase their installations. The con- 
sumer also pays the insurance charges on 
the installation. 

If a customer chooses to buy his motors 
during the first vear, he is credited with 
9 per cent of the installation cost, so that 
a small factory with a motor drive costing 
$1500 would have te pay only $1365 for 
the equipment if it were bought within 
the twelve-month. The annual rental 
charge of 15 per cent is made up of 6 per 
cent interest and 9 per cent depreciation. 
The name of the central station is 
stenciled on all motors leased in this way, 
and where the equipment is installed in a 
mortgaged building, a release is obtained 
from the mortgagor. 


basis. 


Electric Sewing in Schools 
The Board of Education of Cincinnati 
has voted to install electric sewing- 
machines in schoolrooms occupied by 


girls taking the public-school sewing 
course. This is at the suggestion of 


manufacturers who have found that girls 
trained to use foot-power machines in 
school have difficulty in learning to use 
those driven by motor power in the 
factories. 
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Send For Our 


Investment Booklets 


These pamphlets issued by our Bond 
Department tell you exactly what you 
want to know about the small denom- 
ination securities of the utility companies 
under our management. ‘| hey are re- 
inforced by the most complete annual 
reports of their kind issued. 


Conservative Investments 
Yielding from 5.40% to 7% 


H. M. Byllesby & Company 
nee ics 
Trinity Bldg. 


Chicago 
210 South LaSalle St. 








WE CAN HELP 


YOU TO SELL AND INSTALL 


STREET LIGHTS 


We offer you the 
benefit of our exper- 
ience in the prelim- 
inary work of secur- 
ing White Way 
installations. We 
can save you time 
and expense. We 
can insure you an 
installation that 
will have noregrets. 


Ornamental 
Lighting 
Poles 


are designed to add 
beauty to your 
streets, but they do 
far more. They 
help make your 
town prosperous by 
attracting business. 


This particular 
design of pole is for 
the high efficiency 
Type ‘“‘C” Mazda 
Lamp. 


Let us tell you 
more about our 
product and ser- 
vice. 





—— 











RNAMENTAL |IGHTING po () 


POLES FOR ALL TYPES OF LIGHTING 


*118 LIBERTY ST. NEW YORK 
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For Your House 
Wiring Campaign 


Use these new “Clearcut’” Shades 
Sets packed according to order 
Designs attractive and not expensive 





SED with No. 322 R 179 
shown below. The designs 
match and the combination 
makes up into a beautiful fixture. 


Price $6.88 list per dozen 


1160 R 179 


Varad , 

; ~ AN attractive Colonial shape 
fa: —-— with an inexpensive and 
Sa very neat and pleasing pattern 






\ ' made up of beading and fine 
\ lines. Quite popular. 
[ Price $6.88 li 
\ $ st per dozen 
1280 R 179 
; —~ N electro- 
ken af lier used 
y > especially for 
= E . dining room 
— ive es ~ fixtures with 
(g-= ee =~ four shades 
e ag : Y of the same 
Re \) 
\ Y pattern. 
NN eN A ix 3 
eI) NO Price $37.50 
322 R 179 list per dozen 
&» HOLOPHANE WORKS 
CY OF GENERAL ELECTRIC CO. 
CLEVELAND, OHIO 
New York Boston Philadelphia Chicago St. Louis 

















Lighting up Cincinnati Stores 

The Cincinnati Association of Disple 
Men is cooperating with the local ret: 
merchants’ association to secure bette: 
store illumination in the downtown di. 
tricts of Cincinnati. The retailers ar 
being educated by means of lectures an 
by actual installations of all the approved 
methods of store lighting. 


The Rising Standard of Illumination 


Less than a year ago the Port Clinton 
(Ohio) Electric Light & Power Company, 
a Barstow property, closed a_ ten-year 
contract with the city to provide a new 
lighting system to give more than double 
the light produced under the old system. 
Already the business men of Port Clinton 
are clamoring for more light and negotia- 
tions are on foot to double the present 
number of lights in the business section. 
The company gets its power from the 
Northwestern Ohio Railway & Power 
Company, also a Barstow property. 


Everybody Sells in Cambridge 


The Cambridge (Mass.) Electric Light 
Company has no appliance store and it 
has a regular sales force of only three 
men, vet it has been to a high degree 
successful in electrical merchandising. 
The reason is that it has put all its appli- 
ance selling on a_ profit-sharing basis, 
every company employee who is party 
to the sale of an iron, toaster, or washing 
machine, receiving a commission of 10 
per cent on the list price of each article 
sold. Since, in a measure, each of the 
88 employees is thus also a member of 
the firm, everybody gets right out on the 
firing line and works hard, with the result 
that these commissions now amount to 
at least $100 a month. Even more im- 
pressive evidence of the fact that this 
policy of making every company em- 
ployee an appliance solicitor on a liberal 
basis pays is this: the Cambridge central 
station has just declared an extra dividend 
of 6 per cent, or $54,000 from the pro- 
ceeds of appliance merchandising during 
the last six years. 


Fifty-five Thousand Dollars for Cleveland 
Employees 

It is the practice of the Cleveland 
Electric Illuminating Company to dis- 
tribute a yearly employees’ fund to all 
employees who have served the company 
for one year or more. This year, 748 of 
the 1000 employees have so_ benefited, 
more then $55,000 having recently been 
paid them in cash or deposited to their 
accounts. This represents 8 per cent 
on their wages or salaries, or pretty 
nearly $75 per man. About $35,000 
of the fund was actually deposited, and 
will yield 4 per cent per annum. At the 
end of ten years of service, depositors 
may withdraw their savings, while em- 
ployees leaving the company before the 
expiration of ten years, may withdraw 
their deposits by giving 30 days’ notice. 
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New Use for Telephone 

The Panama Canal Zone represents 
an area of more than 1000 square miles, 
yet by means of a remarkable reproduc- 
tion of the zone, covering four and one- 
half acres of space, it is possible for the 
visitor at the Panama Exposition to 
secure an excellent perspective of the 
entire canal. Furthermore, a phono- 
vraph-telephonic lecture system has been 
installed in connection with this exhibit, 
which enables each visitor to sit in a 
sight-seeing car, and while he sees every- 
thing, also hears a descriptive lecture 
of the exhibit through his own individual 
telephone. The details of this ingenious 
installation are as follows: 

The building in which the production 
is housed reveals a scene of the two locks 
at Miraflores with vessels, (a man-of-war 
and a private yacht) lying in the locks 
ready to enter the Pacific Ocean. Water 
is rushing over the spillway, and beyond 
can be seen the towers and locks of Pedro 
Miguel. In the distance can be seen a 
section of the Culebra Cut with the moon 
rising above the crest of Gold Hill. i 
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Each seat is equipped with a pair of 
Western Electric watch case telephone 
receivers attached to an adjustable 
handle. Through these receivers, one 
hears a continuous descriptive lecture 
as the trip is made around the canal 
model. There is none of the usual 
pandemonium of barkers, but each person 
hears only that which directly concerns 
him in the relative position of travel he 
occupies each moment. 

The source of the lecture heard through 
the receivers is a bank of sixty special 
Edison phonographs located in a nearby 
room. Each phonograph delivers its 
part of the lecture into Western Electric 
telephone transmitters, which in turn 
transmit it through a series of wires, 
contact rails and other devices direct to 
the telephone receivers. 

Dr. Miller Reese Hutchinson, chief 
engineer and personal representative of 
Thos. A. Edison, is responsible for the 
detail of this interesting piece of electrical 
engineering. The scheme itself, was the 
conception of L. E. Myers, president of 
the L. E. Myers Company, Chicago. 
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From this moving platform, passengers see a remarkable model of the Panama Canal, and hear 
a descriptive lecture through individual telephones 


Within the main building is an oblong, 
sheltered amphitheatre, surrounding the 
model which lies depressed to such a 
depth as to make the ocean level about 
twenty feet below the spectators; the 
effect being a general bird’s-eye-view of 
not only the canal, but of the territory 
lving within and adjacent to the Canal 
Zone. 

The scene is continued in panoramic 
perspective, upon the vertical walls 
surrounding the model, so that the 
spectator senses an apparently boundless 
horizon, miles in extent. 

An endless moving platform circles 
about the model. This platform is 1147 
feet long and consists of 144 cars. It is 
propelled by electric motors. Each car 
seats seven passengers. A canvas canopy 
protects spectators from sun and rain. 
The front of this canvas is so dropped 
as to compel the spectator’s concentra- 
tion, and to exclude all externals. 


The telephone apparatus and switchboard 
tables were manufactured by the Western 
Electric Co., and were shipped complete, 
by express, from its New York factory, 
all ready to be connected. 


Two G. V. Bulletins 


The General Vehicle Company, Inc., 
continuing its policy of specialized adver- 
tising to every class of possible electric 
truck users, has just issued two new 
bulletins: “G. V. Electrics for Depart- 
ment Stores and High-Class Retailers ” 
and “G. V. Electric Ambulances.” The 
first-named bulletin is, apart from the 
brief introduction, entirely a symposium 
of photographs of General Vehicle fleets 
and individual delivery trucks used in all 
classes of retail service throughout the 
country. 

As its title implies, the booklet, ‘‘a.v. 
Electric Ambulances,” describes a num- 
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ber of successful electric ambulance in- 
stallations. 


Developing Consumer Investments 

MEETING of the division managers 

of the Northern States Power Com- 
pany, a Byllesby holding company, which 
operates in some 40 cities in Minnesota, 
the Dakotas, Wisconsin and _ Illinois, 
and of a number of bond men from the 
Chicago and New York offices, was 
recently held at the Minneapolis Club, 
Minneapolis. Otto E. Osthoff, vice- 
president, called the meeting for the pur- 
pose of devising ways and means of 
placing the securities of the Northern 
States Power Company not only with 
the banks and investors in the districts 
served by the company, but also with 
the consumers on the company’s lines. 
It was brought out in the course of the 
meeting that a number of customers had 
already made inquiries concerning the 
company’s securities, also that the large 
crops harvested in the territory last year, 
and the high prices received for them, 
have swelled bank deposits so that the 
banks in many cases are forced to go into 
other markets to place their funds. All 
that has been needed to turn this un- 
wonted prosperity to account is organized 
effort on the part of the financial experts 
of the Byllesby organization, and the 
right step has now been taken in this 
direction. 


Approaching the ‘‘Blind Side’ 
GREAT many people who have 
withstood all attempts to sell them 
an electric iron or other appliance can 
be induced to try and to buy by proce- 
dure as follows: 

The lighting company representative, 
either at the door or by phone from the 
office, explains that the company desires 
-ach of its consumers to know how to read 
the meter in order that they may know 
how to compute their own bills and so 
that they may see for themselves at what 
rate the various electric lamps and appli- 
ances use current. When he enters the 
house he carries with him the appliance, 
and during his explanation of the meter 
he connects it up and shows at what rate 
it moves the meter disc in comparison 
with the various lamps. He also ex- 
plains the many good points of the appli- 
ance as well as its low cost per hour on the 
meter. Before leaving he usually finds 
it possible to induce the consumer to 
agree to keep and try it for a specified 
time. The rest is comparatively easy. 


Ninety Per Cent of the Business 

Many of the old dwellings, which were 
consumed by the great Salem fire last 
June, were lighted by the oil lamp, while 
many of the better class of houses were 
lighted by gas. Since the fire, 330 
building permits have been issued in 
Salem, and of these only eleven are with- 
out wiring for electricity, so active has been 
the local central station in following up 
the prospects. More than half of these new 
houses will burn electric light exclusively. 
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This is the way they are being ordered— 
IN CARLOAD LOTS! 


The THOR Electric Washer and Wringer 


The shipment shown above was made to one purchaser a short time ago. 
Five weeks later a duplicate shipment was made to the same concern. 


The above affords convincing evidence of the demand for Hurley products 
which can be created by central stations and dealers. 

The reasons are obvious—high-class construction—improved features in 
mechanism and operation—a complete line to select from—the backing of a 
long-established manufacturer, known throughout the length and breadth of the 
United States as a result of national publicity campaigns as well as the ac- 
cumulative advertising influence of 90,900 THOR electric washers in satis- 
factory service. 


It will pay you to look into the Hurley line, which includes the Thor 
Electric Washer and Wringer, Thor Junior Electric Washer and Wringer, 
which sells for $60 (a cylinder-type machine of the same high-class construc- 
tion as our Thor Washer), Copper Electric Washer, Red Electric Washer, 
Thor Electric Vacuum Cleaners and Thor Ironing Machines. 


Write for Illustrated Catalog ‘“‘H”’ 


HURLEY MACHINE CO. 
35 South Clinton Street CHICAGO 
NEW YORK—151 West 42nd Street New England Distributors :—Pettingell-Andrews Co., Boston 
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“‘Hedlite’”’ Electric Iron 

The Pittsburgh Electric Specialties 
Company, Pittsburgh, Pa., have placed 
on the market an electric iron with a 
novel feature which consists of a small 
Mazda lamp attached to the iron in front 
of the handle. On account of the posi- 
tion of this lamp, the iron has been named 
the “Hedlite’” iron. The lamp is a 
standard 4 cp., 6 v., round-bulb Mazda, 
which, on account of its close proximity 
to the ironing board, gives more light 
on the board, directly in front of the iron, 
than would be obtained from several 
large lamps located in a ceiling fixture. 
The lamp is provided with a metal 
reflector, which is about as large in 
diameter as the handle against which it 
fits. 








The reflector acts as a shield to keep the 
light from striking the eyes when the iron 
is in a vertical position. The lamp 
socket is supported by the front-handle 
bracket and the supply wires for the lamp 
are carried through a metal tube to the 
interior of the iron. The lamp burns 
whenever the current flows through the 
iron and thus serves the purpose of a 
signal to show whether the current is on 
or of. The “Hedlite” is especially de- 
sirable where there is only one outlet, as 
is frequently the case in apartments and 
small dwellings. The current consump- 
tion of the lamp and iron is 500. watts. 
The iron is made in both tilting and non- 
tilting types. 


New Name for Electric Club 
The name of the Electric Club of 
Chicago has been changed to ‘The 
Electric Club-Jovian League.” Alexan- 
der Graham Bell and Thomas A. Edison 
have been made honorary members. 
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Truck Convention at Detroit 

A motor-truck convention, in) which 
well-known electric-vehicle men played 
a prominent part, was held at the Statler 
Hotel, Detroit, May 5 and 6, under the 
auspices of the National Chamber of 
Commerce. The attendance was large. 
Papers of particular interest to electric- 
vehicle men were: “Why Service Con- 
ditions Should Be Investigated and 
Recommendations Made Before Selling 
a Customer,” by Vernon Munroe, presi- 
dent International Motor Company; 
and **The Future of the Electric Truck,” 
by P. D. Wagoner, president the General 
Vehicle Company. Discussion on the 
first paper was led by W. P. Kennedy, 
consulting engineer, New York City, 
F. C. Lindoefer, Atterbury Motor Car 
Company, and H. H. Rice, vice-president 
Waverley Motor Car Company. Dis- 
cussion on the second paper was led by 
A. C. Downing, sales manager the 
Anderson Electric Car Company, and 
EK. J. Bartlett, manager the truck depart- 
ment, the Baker Motor Vehicle Company. 


International Electric Cooking Exhibit 

The foods of all nations are being 
cooked by electricity at the interesting 
exhibit of the Sperry Flour Company at 
the Panama Pacific Exposition. This 
exhibit is intended to demonstrate the 
various milling and treating operations 
from the raw grain to the finally pre- 
pared food. In addition to a completely 
equipped flour mill, the exhibit consists 
of ten booths which are called “The 
Booths of All Nations,” each occupied by 
a demonstrator in national costume who 
cooks, on a Western Electric-Hughes 
range, the food of the nation she repre- 
sents. 

Each range has been carefully selected 
to meet the peculiar demand of the 
foreign dishes cooked upon it. For 
instance, Japanese cakes and bread are 
thin and wafer-like, and require an 
open-fire stove. On the other hand, 
“Aunt Jemima” needs a_ large-oven 
capacity for her Maryland biscuits. All 
the units are finished in white enamel and 
add a pleasing note to an exhibit which 
attracts large crowds daily. 








In this booth, the dishes of the nations are cooked by electricity 
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New Dimming Excess Indicator 


The Pittsburgh Electric Specialties 
Company has recently placed on the 
market a new flickering and dimming 
excess indicator, to meet the demand for 
an instrument that will cut into the 
circuit automatically and reduce the 
current supply below the adjusted load 
whenever an attempt is made to use a 
flatiron or other heating device, whether 
the lamps are in circuit or not. 

This instrument prevents the heating 
of an iron under any conditions of service 
or length of time and at the same time 
relieves the instrument of any strain due 
to unnecessary operation of movable 
parts. 


Putting ‘‘Punch” in a Window 


HE great factor in a_ successful 

window is what the trained display 
man terms “punch.” ‘To express it in 
more common words, this means a single 
selling idea. 

A beautiful window is not necessarily 
one that sells the goods. Men who trim 
dry goods store windows will tell you this. 
They will tell you that the best arrange- 
ments, the most attractive color schemes, 
the most refined and artistic appeals, will 
frequently fail to draw trade, while the 
window with a “punch” makes sales. 

A selling idea may be definite or sugges- 
tive—it may be freakish or conservative 
—it may be attractive or ugly. The 
only test is the question, “Will this 
window display make people want the 
article or articles shown, and will it make 
them want it sufficiently to come inside 
now and buy?” If your display answered 
in the affirmative, you win. Then it is 
that your window has “‘punch.”’ 

The window trimming expert of the 
Eastman Kodak Company recently made 
this statement to a dealer in photographic 
goods and it applies just as forcibly to 
dealers in electrical merchandise: 

“When you put in a miscellaneous 
display, it does little more than tell the 
public you are a dealer in photographic 
goods, and it only appeals to those famil- 
iar with photography. Now the way to 
build up this business is to convince those 
who are not amateur photographers that 
they are missing a very great deal of 
pleasure, and that it is a very simple 
matter to make good pictures. 

“Do a bit of real hard thinking on this 
window proposition, and put in some 
selling displays; what I mean is to put in 
a display with just one selling idea.” 

This thought applies exactly to the 
electrical appliance business. Don’t de- 
sign windows for the man who knows all 
about electrical merchandise, but for the 
man who doesn’t. Convince those who 
have never bought appliances that these 
goods are essential to convenient house- 

keeping, essential to the comfort and 
health and happiness of every housewife. 
Study the goods and the public, and then 

trim your windows so they have a 
selling idea and a “punch.” 
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Manufactured and Guaranteed by 


The Wise-Harrold Electric Company 
New Philadelphia, Ohio, U. S. A. 
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Western Electric Changes 


some changes in the personnel of the 
board of the Western Electric Company 
were effected at a recent meeting of the 
stockholders. This company is virtually 
the manufacturing and supply depart- 
ment of the American Telphone & 
Telegraph Company by which it is largely 
owned, and the telephone company has 
been represented upon its board of 
directors. Thus the companies techni- 
cally come within the prohibitions of the 
Clayton law, although their relationship 
is the exact opposite of that at which the 
law is aimed. H. B. Thayer will at once 
retire as vice-president and director of the 
telephone company, while Mr. Vail and 
his associates in the telephone company 
will retire from the Western Electric 
board, which has been reduced in number. 
The new members of this board are 
E. M. Barton, H. A. Halligan, W. H. 
Miner, A. L. Salt, W. P. Sidley, Gerard 
Swope and H. B. Thayer. All these men 
have long been connected with the com- 
pany. 


New Battery-charging Outfit 


The Westinghouse Electric & Manu- 
facturing Company has recently placed 
on the market a small mercury-rectifier 
charging outfit, specially designed to suit 
the needs of public garages that have a 
number of gasoline automobile lighting 
and starting batteries to charge each 
night. It is a simple and compact little 
unit, arranged for mounting on the wall 
at any convenient point. 

The outfit is designed for charging 
one 3-cell battery at a time or a con- 
siderable number of such batteries in 
series. Provision is also made for charg- 
ing one or two single cells. Both 5 and 
10-ampere outfits are available for charg- 
ing 1 to 18 or from 1 to 56 cells, and all 
outfits are designed for operation on 
either 110 or 220-volt, 60-cycle circuits. 
Simple link connections are provided for 
adjusting the outfit to suit either voltage. 

The average hourly cost of charging 
with these outfits at a 5 cent per kwh. 
rate for current is about $0.012 for 6 
cells, $0.025 for 18 cells and $0.048 for 
35 cells using the 10-ampere outfits. 
With the 5-ampere outfits, the hourly 
= ‘ current is correspondingly re- 
duced. 


Some Current Consumer 


The Bartlesville (Okla.) Interurban 
Railway Company entered a float in the 
recent “Dollar-Day” parade in that town 
upon which was mounted a_ gigantic 
electric lamp. This lamp was 15 feet 
high, 20 feet in circumference, and 
weighed 2,000 pounds. It gave out an 
illumination of 5,000,000 cp. It has 
been suggested that this lamp be mounted 
on a mound east of the city and operated 
at the expense of the company, according 
to C. W. Johnston, the local commercial 
manager. 
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DRIFTED SNOW 
FLOUR 





Simplicity in Design may express 
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The signs which flash their message from the top of 
all the Sperry Flour Company grain elevators on the 
Pacific Coast, are examples of “tual simplified. 
Altogether we have built five signs for this progressive 
company. 


That is characteristic of our business—our ability to 
design and build signs which bring us other and 
unsolicited orders. For example— 


We built a Shadolight sign 80 feet high for the 
German-American Savings Bank of Los Angeles. 
The sign had not been up twelve hours before two 
other banks telephoned us for estimates on similar 
signs. 


In another case we designed a decorative lighting 
plan for a prominent theatre. It was hardly in 
service before the manager came to us and pro- 
posed to buy two large spectacular signs to com- 
plete the electric display. 
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IF YOU ARE INTERESTED IN SECURING SIGNS FOR YOUR CITY 
WHICH WILL SELL OTHER SIGNS FOR YOU, WRITE OR WIRE 


Greenwood Advertising Company 


Knoxville, Tenn. Los Angeles, Calif. 
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‘‘Rules of the Game”’ 


USINESS men, even those who have 

criticised the “‘school-master” utter- 
ances of President Wilson, concerning 
business matters, will find a great deal 
of practical suggestion in the following 
four paragraphs on “The Rules of the 
Game.” These might well have been 
written expressly for managers of public 
utilities. 

“First of all is the rule of publicity, 
not doing anything under cover, letting 
the public know what you are doing and 
judge of it as it is. There are a great 
many businesses in this country that 
have fallen under suspicion because they 
were so secretive, when there was nothing 
to secrete that was dishonorable. 

“In the second place, there is a full 
equivalent for money you receive—the 
full equivalent in service—not trying to 
skimp in the service in order to increase 
profits above a reasonable return, but 
trying to make the profits proportioned 
to the satisfaction of the people that you 
serve. 

“In the third place, this game requires 
something more than ordinary sports. 
It requires a certain kind of conscience 
in business, a certain feeling that we 
are, after all, in this world because we are 
expected to ‘make good’ according to 
the standards of the people we live with. 

“The fourth rule, as it seems to me, 
is the rule of having the spirit of service. 
I am not meaning a sentiment, I am not 
meaning a state of mind; I am meaning 
something very concrete—that you want 
to see to it that the thing that you do for 
the public and get money for is the best 
thing of that kind that can be done.” 


Electric Club in Springfield 

An electric club has been formed in 
Springfield, Mass., with the following 
officers: president, K. R. Sternberg, 
Dickinson Manufacturing Company; sec- 
retary, L. J. Kemper; treasurer, Fred 
Rogers, Jr., General Electric Company; 
chairman of publicity committee, C. M. 
French, Wagner Electric Company; ex- 
ecutive committee, W. P. Hodge, A. W. 
Hopkins, W. K. Tuohey. The member- 
ship includes manufacturers, inspectors, 
contractors and central-station men. 


Contractors’ Convention 

The convention of the National Elec- 
trical Contractors’ Association will be 
held in San Francisco, July 20 to 24. 
New York members will make the tour 
by special train. The Clift Hotel, San 
Francisco, will be convention head- 
quarters. 


Erratum 

Through an oversight, proper credit 
was not given to the New York Edison 
Company for the picture of Thomas A. 
Edison which was published in the May 
issue of Flecirical Merchandise. This 
picture has been copyrighted by the 
Edison Company. 
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Compulsory Night Lights 

The Sandusky Gas & Electric Company 
is fostering a city ordinance which will 
require all business houses to burn a 
night light all night as an aid to the police 
department. This idea is one which it 
would seem might become general prac- 
tice throughout the country. 


Encouraging Latent Sales Ability 

Some central stations seem to have 
considerable faith in the innate merchan- 
dising ability of employees who are 
not regular solicitors. For example, 
the Louisville Gas & Electric Company 
recently offered = an_ electric vacuum 
sweeper to the non-commercial employee 
who should turn in, during the month, 
the largest number of prospects who 
could be turned into actual customers by 
the end of the month. A number of 
other appliances were also given to other 
employees who finished second, third, 
etc., in the contest. The plan was a 
success. 


Birthday Dinner to Doherty 

On the forty-fifth birthday of Henry 
L. Doherty a dinner was given in his 
honor by the male members of his New 
York organization. More than 100 were 
present. Mr. Doherty’s birthday present 
consisted of a set of Elbert Hubbard’s 
“Little Journeys to the Homes of Famous 
Authors,” in levant binding and with a 
special dedicatory page in each volume. 
In acknowledging the gift, Mr. Doherty 
paid a tribute to Mr. Hubbard, his person- 
al friend, who recently lost his life in the 
Lusitania disaster. He also outlined a 
plan to increase the contentment of his 
employees and asked their cooperation 
in making this contentment possible. 


Farewell Dinner to Tait 

Frank M. Tait, president of the Dayton 
Power & Light Company, who recently 
joined the Brady interests in New York, 
was tendered a farewell dinner by the 
Dayton Jovian League, Tuesday evening, 
May 11. More than 200 of Dayton’s 
representative citizens were present, and 
expressed, through their spokesmen, the 
gratitude of the city for Mr. Tait’s share 
in making it one of the most progressive 
municipalities in the United States, and 
in perpetuating cordial relations between 
the central station and the public it 
serves. The speakers were C. V. Hard, 
president of the Ohio Electric Light 
Association; H. M. Waite, city manager; 
Ex-Governor James M. Cox; Homer E. 
Niesz, Jupiter of the Jovian Order; E. A. 
Deeds, president of the Engineers’ Club 
of Dayton; Fred H. Rike, president of 
the Greater Dayton Association; and 
Charles Wuichet. In an _ appropriate 
reply to the many complimentary 
speeches, Mr. Tait assured those present 
that, although he was about to leave 
Dayton, the interests of the city, as far 
as his company was concerned, would not 
be neglected. 
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New Washer 

The Pittsburgh electric washer ard 
wringer is the name of a new machine 
just placed on the market by the Pitis- 
burgh Gage & Supply Company. {t 
is constructed with all moving parts en- 
closed and with strong gears. The tul 
is made of copper, tinned inside, pre- 
fectly smooth, and will not rust. or 
corrode. There are two sizes of ma- 
chines; No. 1, with a capacity of eight 
sheets, and No. 2, with a capacity of 
fourteen sheets. They are guaranteed 


for five years. 





The Pittsburgh electric is a cylinder- 
type washer and is equipped with a 
reversing wringer which can be swung 
around to three different positions, so that 
the washer does not have to be moved or 
heavy clothes lifted. Other constructive 
features are a sliding-drip board and a 
safety release. Both wringer and washer 
can be operated at the same time. 

An illustrated and descriptive folder is 
being distributed to all interested. A 
number of agencies have already been 
established. 


V. A. Henderson, Secretary and Mer. 
Commercial Dept., The Merchants Power 
Company, Memphis, Tenn.: ‘Electrical 
Merchandise is one of the best proposi- 
tions that we know. It does the work.” 


New Western Electric Warehouse 

The Western Electric distributing house 
in Kansas City is now located in new 
quarters at 608-610 Wyandotte Street, 
opposite the old building which has 
served as its headquarters for the past 
ten years. The new building is five 
stories in height with cellar and = sub- 
cellar all completely equipped with 
sprinkler system. It has a frontage of 
50 and a depth of 175 feet affording 
about 52,000 square feet of floor space. 
Switch track facilities have been so 
arranged that freight cars can be spotted 
without interfering with either the ship- 
ping court, store or offices. 
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A Growing Confidence In The 
Electric Truck 


Now that the Electric truck has demonstrated 
its long-lived efficiency—now that it is better 
understood—there is a growing confidence in 
the Electric method—.in the Electric principle 
of trucking and delivery. The more efficient 
motor trucking becomes the more Electric 
trucks will be used in their field. And this 
field takes in fully 80% ofall average city work. 


The Electric is not a competitor of the Gasoline truck. 
Both have their economical fields in which they are 
fundamentally superior. The trouble has been that 
business men have ignored the Electric and paid an 
unnecessary premium on other forms of delivery in 
the Electric’s field. 


Twenty-five (25) big city firms already use 1116G.V. 
Electrics. This shows the logical preponderance of the 
high grade Electric in the city. Other firms are sys- 
tematizing their delivery service and giving the horse, 
the Electric truck and the ‘Gasoline truck each their 
economic place. The scientific application of motor 
trucks should be studied by every business man. 


Engineering counsel and co-operation can best be supplied by 
the strong, experienced manufacturer of motor trucks. The 
General Vehicle Company has developed a complete line or 
commercial motor vehicles. It builds gasoline trucks as well 
as electric trucks, industrial (or internal service) trucks,as well 
as road trucks. It has even supplied gas-e/ectric trucks for 
special purposes. This is why you should come to us with your 
trucking problem. Full G. V. particulars on request. 


General Vehicle Company, Inc. 
Long Island City, N © 


New York, Chicago. Boston, Philadelphia 


ghe, 1 


Copyr 














= 
al 
er 





































































WINNIPEG 


STRE MANHATTAN STO 


STORAGE OF 
VER PLATE VALUABLES 


BOSTON 


NEW YORK 


CHICAGO 





& 
ABSOLUTELY “FIREPROOF 


T 
eTc 




















ELECTRICAL MERCHANDISE 


CHICAGO 


The Edison Storage Battery 


and the 


Battery Exchange’System 
The “Battery Exchange” System of Electric Vehicle 


Operation gives the Central Station a profitable and 
advantageous load that is awaiting development in prac- 
tically every city of the country. 


DISON 
eATTERIES 


In the “Battery Exchange” System the Cen- 
tral Station owns the Batteries and the Cus- 
tomers pay for the Vehicles alone. The low 
price and small operating cost afford a sales 
argument to the customers that cannot be 
denied. The increased revenue to the Cen- 
tral Station is obtained at a minimum selling 
eflort and expense Central Stations can 
double their vebicle load in a few months 
by this method. 


On account of its permanent reliability, negligible main- 
tenance cost, high service efficiency and long life the 
Edison Alkaline Storage Battery is the most economi- 
cal equipment for this duty. 


BEFORE ADOPTING A “BATTERY EXCHANGE” 
SYSTEM GET OUR PROPOSITION. 


Edison Storage Battery Co., 
MAIN OFFICE AND FACTORY 
Orange, N. J. 


DISTRIBUTORS IN| New York Boston Chicago Cleveland 
Washington SanFrancisco Los Angeles Portland, Ore. Seattle 
ST. PAUI 

The Vehicles of a few representative users of Edison Batteries 


are shown in the border. 
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